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Airline Is Key to 
R&R-Chamhers, 
Wiswell Merger 


Top R&R Stockholder, 
James Briggs, Conducts 
Merger Discussions 


New York, Aug. 2—Merger 
talks between Ruthrauff & Ryan 
and Chambers & Wiswell, Boston, 
were confirmed today. 

James Branch Briggs, Ruth- 
rauff & Ryan vp, who is conduct- 
ing the negotiations, said: “We’re 
talking a lot, and we’re deadly se- 
rious about merger, but no papers 
or money have changed hands. 
Mr. Wiswell has talked with key 
employes and informed them of 
our interest.” 

George Wiswell Sr., treasurer 
of the 38-year-old Boston agency, 
has told ApvertisinGc AcE that the 
negotiations with R&R have been 
“exploratory” and that no final 
determination has been made 
(AA, July 29). 

While speculation has it that 
the merger talks hinge on Cham- 
bers & Wiswell’s pivotal North- 
east Airlines account, Mr. Briggs 
said, “The deal is not contingent 
on the Northeast account. Since 
we are committed as an agency to 
a situation which demands strong 
regional offices that are self-sup- 
porting, we are naturally interest- 


(Continued on Page 85) 


‘No Personal Squabble’.. . 


THE NATIONAL NEWSPAPER OF MARKETING | 
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A&P Ruling Perils | 2 
Robinson-Patman, | A c/ mMmiIiTa j 
Grocer Group Warns 3 : “es re 


Cuicaco, July 30—The entire 
food industry is periled by the in- 
terpretation of “proportionally 
equal” found in a decision handed 
down last week by Judge William 
J. Campbell in his dismissal of an 
anti-trust suit against A&P, Wom- 
an’s Day, and three food companies 
(AA, July 29). 

The charge was made yesterday 
in a bulletin issued by the Asso-| 
ciated Food Retailers of Greater princerptes. 2. SSSr4°-* : 
Chicago. The 20 retail and whole-| we 
sale grocers who brought the suit ’ > A) oO 7 rm 
are members of the organization. | 

“The judge cla:ms that inability | styruzeo—New ad campaign featur- 
of the plaintiffs to furnish a store | ing Admiral Corp.’s new logo, plus 
magazine of their own, similar to|added emphasis on beauty and 
Woman’s Day, made it ‘impossible | styling, will kick off with this ad 
for the defendant suppliers (Gen- | in Life Aug. 26. 


eral Foods Corp., Hunt Foods Inc. 
and Morton Salt Co.) to make such 

payments available to the plain- New Admiral Idea: 
tiffs on the proportionally equal | 

terms’,” said Charles H. Bromann, | Sell Set to Dealer 
executive secretary of the group. —Then to Consumer 


s “This kills the meaning of the| Cuicaco, Aug. 1—Admiral Corp. 
word ‘proportionally’ and, if left| has embarked on a new campaign 
unchallenged, would make defensi- | based on the assumption that a tv 
ble the payment of discounts, re- | set has to be sold twice—once to 
bates, and allowances, or the fur-|the dealer and once to the con- 
nishing of any type service or | Sumer. A ‘ 
merchandise unless the injured) “The appliance business is not 
complainant was on ‘exactly equal’ like the soap business, 
terms. : 4h ro. h 
“The most nefarious schemes | UCt is good and he picks it off the 
could be contrived and condoned | 


(Continued on Page 84) 
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|selling points to pass on to the 


Freeman Lauds Proposed Data File; 
Botthof's Poll Shows 95% Opposition 


Not Designed as Money 
Maker, It May Augment 
NIAA’‘s Income: Freeman 


New York, July 30-—John C. 
Freeman, president of National 
Industrial Advertisers Assn., in an 
1l-page report to members mailed 
last weekend, disclaims that the 
new NIAA media data file (sched- 


uled for publication in June, 1958) | 


is intended to make money for 
NIAA. 

The media data file, Mr. Free- 
man says, will provide a needed 


| consumer.” 
| The entire new ad approach is 
_ designed to upgrade Admiral’s 
|product image. Artwork will fea- 
| ture fashionable settings and pret- 
| ty models. Even the logo has been 
\changed to utilize thinner, more 
| highly stylized lettering. 
Botthof Says Members | er. md 
m.2 aw is e copy slant will cover the 
Could ‘Raise Stink ‘following features, designed to sell 
|Admiral to the retail salesman as 


Against Board’s Action _ 
| well as the consumer: 


Cuicaco, Aug. i—C. L. Botthof, | , “Thin as a dime” styling, fol- 
president of Standard Rate & Data) (Continued on Page 84) 


Service, today offered mild rebut- 


| 
| 


dealer’s shelf,” an Admiral spokes- | fjux of letters and telegrams from 
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It's Official: Jergens 
Account Goes to C&W 


Agency Takes Over 
Account from F&S&R‘s 


Buick Apologizes 


for Commercials Orr Division Dec. 1 
on F ight Telecast New York, Aug. 2—Andrew 
Derrorr, Aug. 1—Edward T.|Jergens Co. has made it official. 


Ragsdale, a vp of General Motors; Two months after announcing 
and general manager of its Buick |that it was ending a ten-year as- 
motor division, apologized yester- sociation with Robert W. Orr & 
day for the “inept” handling of | Associates—and one week after 
the commercials during the telecast | ADVERTISING AcE reported the name 
Monday of the heavyweight cham- jot its new agency—the Cincinnati 
pionship boxing bout between | Cosmetics manufacturer announced 
Floyd Patterson and Tommy (Hur- | the award of its $4,000,000 account 
ricane) Jackson. The official ver- |t0 Cunningham & Walsh. 
dict from the ring was missed by| John S. Williams, senior vp, will 
tv viewers. |be in charge of the account. Jer- 

“As a fight fan myself,” said | ens Deep Cleanser and new prod- 
Mr. Ragsdale, “I was incensed at ucts. division, reportedly billing 
the inept handling and bad timing | SMe $300,000, remain at Stockton, 
of the commercials immediately | West, Burkhart, Cincinnati. 
following the stopping of the fight., Takeover date from what is now 

“Although Buick had no contro! | Called the Robert W. Orr & Associ- 
over the broadcast itself, as gen- | ates division of Fuller & Smith & 
eral manager of Buick, I feel a| R0Ss is Dec. 1. 


public apology is in order. 
“And I can assure those interest- 
ed that this will not happen again 


on any public service broadcast 


sponsored by Buick.” 


There was no information avail- 
‘able on the status of Joseph D. 
Nelson Jr., president of Stockton, 
| West, Burkhart and son of Jer- 
| gens’ exec vp and treasurer. Mr. 


It was reported that Buick paid |Nelson had tried, unsuccessfully, 


where you | $350,000 for the sponsorship of the |" recent months to interest his 
convince the consumer your prod-| fight on television and radio. 


Cincinnati partners in buying the 
Orr agency. Subsequently he, with 


Newspaper comment and an in- 
a | William Hausberg, vp in charge of 


)man said, “We have to convince) fight fans prompted the apology advertising, were entrusted with 


the salesman of the value of the/by Mr. Ragsdale, according to a |the task of finding a new agency, 
‘product, too—and give him good| Buick spokesman. 


jand there were reports that Mr. 
Nelson would land at whatever 


A spokesman for Kudner said |#8¢?¢y got the account. 


. 
that before the fight it had been 
agreed to put the commercial on| ® These reports have been strong- 
right after the knockout, if there |ly denied in the past by both Mr. 
was a knockout, or while the ref-| Nelson and C. Thomas Martins, 
eree collected the slips if there|exec vp of Stockton, West. But 
was a decision. He said the con-|they are cropping up again, now 
tingency of a technical knockout |that the agency has been ‘chosen. 
wasn’t considered, |For the past several weeks Mr. 
The agency considers the mix-|Nelson has been unavailable to 
up NBC’s fault (the director sig- | AA reporters. 
nals for a commercial)—that the | Another executive who has stu- 
commercial was put on right after | diously avoided any contact with 
the technical knockout. The agen- ‘the press is Eldon Sullivan, long- 


(Continued on Page 81) |time Jergens account man at Orr. 


tal to a letter mailed last weekend 
to members of National Industrial | 
|Advertisers Assn. by John Free-| 
man, NIAA president. The letter 
defended NIAA’s plan to publish 
a media data file. 


Last Minute News Flashes 


} 

ASR Moves Gem: Seeks 1-Agency Setup 

New York, Aug. 2—ASR Products Corp. and nee | 
| have tuall Vv their agency relationship for Gem 

Mr. Botthot indicated, however, | ey eS Se 7 


|He has not been participating in 
| the selection of a new agency, and 
|there are no indications at this 
time whether he will accompany 
the account to C&W. # 


| 


that he will continue to oppose the 
file, and that he would have some 
stronger things to say in the near 
future. 

“There is nothing new in Mr.) 
Freeman’s letter that has not been 
said before,” Mr. Botthof told 
ADVERTISING AGE. He added that he 
had no intention of becoming in- 
volved at this time in “a personal 
squabble with Mr. Freeman that 
would benefit no one.” 

Mr. Botthof, who two months 
ago came out strongly in opposi- 
tion to a proposed NIAA media 
|data file (AA, June 10), told AA 
that he has written a personal let- 
ter to the presidents and advertis- 
ing managers of 1,200 companies 
setting down his objections to the 


service that no one else can pro- 
vide, and at a reasonable cost. 

A review of the whole situation 
has been made necessary, Mr. 
Freeman says, “in view of the 
great number of emotion-packed 
(and not wholly accurate) stories 
which have been printed about the 
NIAA media data file.” 

At its annual meeting in June, 
after considerable controversy, 
NIAA decided to go ahead with 
publication of bound copies of its 
media data forms at a cost of $600 
to each participating publication 
(AA, June 17). Later, publication 
date was changed from September, 
1957, to June, 1958 (AA, July 8). 


® The file is needed, Mr. Freeman 


says, because “media buying is | media data file. All of the ad man- 
| (Continued on Page 84) 


(Continued on Page 52) 


blades some time in September. ASR has decided to move all its busi- | 
ness into one agency. Batten, Barton, Durstine & Osborn, which han- | 
dles all other ASR products, including Pal, Star and Personna blades; 
Kenyon & Eckhardt and Ogilvy, Benson & Mather are reportedly 


| among the six or seven agencies being considered for the consolidated | 


account, McCann has handled Gem since 1950. The whole account is | 
billing about $3,000,000. 
| 


Gumpert Joins Colgate as General Product Manager 

New York, Aug. 2—E. A. Gumpert, formerly general advertising 
manager of Carnation Milk Co., Los Angeles, will join Colgate-Palm- 
olive Co. Aug. 5 as general product manager. He succeeds Irvin W. 
Hoff, who has been named marketing manager of the toilet articles 
division under the recent reorganization. Earlier this week, the ap- 
pointment of Robert E. Hilbrant to the position of vp and director of 
marketing for the division was announced. 


Gourtain-Cobb, Loeff Agencies Are Merged 


Cuicaco, Aug. 2—Gourfain-Cobb & Associates and R. M. Loeff Inc. 
have merged; the new agency, Gourfain-Loeff, will open Aug. 5 at 
205 W. Wacker Dr. A. S. Gourfain Jr. will be board chairman and | 


Ralph Loeff president of the new agency. 


(Additional News Flashes on Page 85) 


Women May Stay 
in Puerto Rico 
Rum Advertising 


Advertiser Reports 
Favorable Comments as 
Well as DSI Criticism 


New York, Aug. 1—A new twist 
has been given to the controversial 
Puerto Rican rum ads featuring 
women, which the Distilled Spirits 
Institute claims violate the liquor 


|industry’s taboo against women in 


liquor advertising (AA, July 22). 
The major developments of the 
(Continued on Page 81) 
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C&C Super Corp. Stockholders Okay 
New Setup; Get No Word on Lawsuit 


But Ex-Officials Rill, 
Newmark Lose Their 
Directorships in Voting 


WILMINGTON, DeEL., July 29—The 
emergency stockholders’ meeting 
of C&C Super Corp. here remained 
completely aloof from the com- 
pany’s litigation with its former 
ad manager, Irving R. Rill (AA, 
July 22), but a glowing picture 
was painted of its television film 
operation. 

One minority stockholder, a 
New York jeweler named Murray 
Becker, innocently arose at the 
end of the meeting and asked, 
“What is this kickback business 
mentioned in the notice of the 
meeting?” 

Quickly, Matthew M. Fox, head 
of the film division, declared the 


P&G of Canada Drops 
Sponsorship of 4 
Network Radio Shows 


Toronto, July 30—Procter & 
Gamble of Canada has dropped its 
sponsorship of four Trans-Canada 
network daytime radio serials, and 
is using extensive radio and tv 
spots in 17 markets to promote 
established and new products. 

The radio serials dropped are 
“Search for Tomorrow,” “Whis- 
pering Streets,” “When a Girl 
Marries” and “One Man’s Family.” 
Sponsorship of French network ra- 
dio programs is being reduced 
from three and one-half to two. 
Only one program will be carried 
during the summer. 

P&G will continue to place most 
of its print advertising in Week- 
end Magazine, Toronto Star Week- 
ly and supplements of two French- 
language newspapers, La Presse 
and La Patrie. 


® On the television front the “Jane 
Wyman Theater” has been re- 
placed by “Meet McGraw,” a 
mystery-adventure series. “Cross- 
Canada Hit Parade” has been re- 
placed for the summer by “Moon- 
light Bay,” a half-hour show of 
Canadian talent designed to revive 
songs from the “good old days.” 
P&G will continue sponsorship of 
“Country Hoedown” and “Disney- 
land.” 

Radio and tv spot testing has 
been planned for new premium of- 
fers and several products in test 
markets. Pink Dreft has moved in- 
to provincewide distribution in 
Ontario, with radio and tv spots 
being placed by Dancer-Fitzger- 


corporation’s counsel advised them 
that since the matter of Mr. Rill, 
his wife Bernice, and Joseph New- 
mark, his father-in-law, was in 
litigation, they could not say any- 
thing about the matter. 

Mr. Fox and Walter S. Mack, 
who is head of the other divisions 
of C&C, refused to make any state- 
ment to the press about the suits. 
Arnold C. Stream, newly-elected 
director of the newly organized 
C&C Television Corp., when ques- 
tioned by an ADVERTISING AGE re- 
porter, not only refused to discuss 
it but indicated he was unwilling 
to mention the agency involved, 
because he “did not wish to in- 
volve an innocent party.” 


= The old C&C Super Corp. is 
suing Mr. Rill, formerly advertis- 
ing, sales and merchandising vp, 
for alleged kickbacks of about 75% 
of the commissions earned by the 
agency, previously identified by 
AA as Frank B. Johnston Adver- 
tising, New York. 

Mrs. Rill and Mr. Newmark, who 
was a C&C director and former 
head of Power Products Co., are 
also defendants. 

The Rills have denied receiving 
kickbacks and have filed counter- 
claims for $47,000 in salary and 
severance pay and $1,500,000 for 
defamation and slander, Mr. New- 
mark also filed a denial; he seeks 
$1,414 in a counterclaim for bro- 
kerage commissions. 

The stockholders’ meeting, with 
about 22 in attendance, including 
four reporters, approved by over- 
whelming votes the reorganization 
in which the tv division was re- 
named C&C Television Corp., and 
the C&C Super Foods Corp., Lor- 
raine Mfg., and Power Products 
(now being dissolved) were 
formed into a corporation under 
National Phoenix Industries, with 
Mr. Mack as president and chair- 
man. C&C Television Corp. 
(formed from the Western Televi- 
sion division, C&C Television 
Corp., C&C Pan Atlantic TV Co. 
and C&C _ International Film 
Corp.), has Mr, Fox as chairman 
and president. 


® Meanwhile the stockholders also 
voted Messrs. Rill and Newmark 
out of their directorships by re- 
ducing the number of directors of 
C&C Television Corp. from 13 to 
8. Named directors: Mr. Fox, Mr. 
Mack, Erwin H. Ezzes, sales man- 
ager of C&C Television Corp.; Mar- 
tin Schildkraut, Winslow Sears, 


(Continued on Page 83) 


ald-Sample. 

The same agency has prepared 
two 30-second French network tv} 
spots for the latest national promo- 
tion of Oxydol, an in-package 
comb premium. 

Foil-wrapped white Camay, in- 
troduced recently in Ontario, has 
expanded to the Prairie and Mari- 
time provinces. F. H. Hayhurst 
Agency is handling the promotion, 
which includes three-color news- 
paper ads and tv spots. 


® Benton & Bowles is handling 
advertising for Premium Tide, now 
on sale throughout Quebec after 


four months of test-marketing in| 


the Sherbrooke-Asbestos area. A 
variation of P&G's leading wash- 
day detergent, each package con- 
tains a premium of rose-pattern 
chinaware. Ad support includes 
extensive use of four-color print 
insertions and tv spots. 

Ivory Liquid, Zest and Fluffo in 
3 Ib. tins are being test marketed 
in various Canadian cities, = 


| ALDEN JAMES, who rejoined This 
|Week Magazine, New York, in 
| February as a sales consultant, has 
| been appointed director of adver- 
tising, succeeding Alan Bolte, who 
| continues as vp and a director. Mr. 
| James has also been elected to the 
jnew post of exec vp and a direc- 
tor. He was ad director, vp and 
a board member of P. Lorillard Co. 
from 1947 to 1956, and for 11 years 
before that was with This Week. 


Hanke 
ExECS—Serving on the new executive committee of Monroe F. Dre- 
her Inc., New York, are Monroe F. Dreher, president; E. A. (Hap) 
Dreher III, exec vp; Jerald H. Melum, wp and account supervisor; 
Louis F. Hanke, vp and executive art director, and William H. 

Briggs Jr., marketing director. 


Melum 


What Good Are 
Agencies? ANA’s 
Quiz Asks Media 


New Frey Quiz Poses 
Alternative Pay Plans, 
Asks Media to Choose 


Hanover, N.H., July 29—The 
fourth questionnaire in the series 
which is supposed to clarify the 
national advertising structure was 
mailed this week to media. 

Its authors are Albert W. Frey 
and Kenneth R. Davis, who previ- 
ously sent questionnaires to ad- 
vertising managers, presidents of 
companies which advertise, and 
presidents of advertising agencies. 
The project is financed by a grant 
from the Assn. of National Adver- 
tisers. 

Still to come is a questionnaire 
to suppliers in the point of pur- 
chase and direct mail fields. 
Messrs. Frey and Davis say an- 
swers from previous questionnaires 

(Continued on Page 43) 


Cox's Will Leaves 
Control of Papers 
to Son, 3 Others 


Dayton, July 30—The chain of 
papers owned by the late James 
M. Cox will be managed by his 
son, James Jr., and three officials 
of Dayton Newspapers Inc. The 
four were given operating control 
of the chain in the will of the for- 
mer Ohio governor and 1920 
Democratic Presidential nominee. 

The four also will be executors 
and trustees of the Cox estate 
under a 10-year trusteeship. 
Named with James Cox Jr. were 
Robert A. Wolfe, vp and general 
manager of Dayton Newspapers; 
Raymond Sadler, controller, and 
Robert W. Sherman, purchasing 
agent. 

The chain of newspapers in- 
cludes the Dayton Daily News; 
Dayton Journal Herald; Sun and 
News, Springfield, O.; Miami Daily 
News; Atlanta Constitution and 
Journal, 

Mr. Cox died in his home here 
July 15 after suffering a stroke. + 


‘Sun Telegraph’ Boosts Two 

The Pittsburgh Sun-Telegraph 
has appointed Clifford W. Barn- 
hart retail advertising manager, 
succeeding John G. Vollmer Jr., 
who has been named ad manager 
of Sunday supplements. Mr. Barn- 
hart joined the Sun-Telegraph in 
1956 as department store repre- 
Sentative. 


M. F. Dreher 


Briggs E. A. Dreher 


Dreher Names New 
Unit in Realigning 
Exec Responsibility 


New York, Aug. 2—Monroe F. 

Dreher Inc. has set up a five-man 
executive committee which will be 
responsible for over-all agency 
management and serve as a plans 
board for all clients, 
This realignment of the man- 
agement responsibility, according 
to Monroe F. Dreher, founder and 
president of the 3l-year-old agen- 
cy, “is part of a larger plan de- 
signed to bring about expansion 
of the agency and to increase cli- 
ent service facilities.” 

Serving on the committee with 
Mr. Dreher are E. A. (Hap) Dre- 


vp and account supervisor; Louis 
F. Hanke, vp and exec art direc- 
tor, and William H. Briggs Jr., 
marketing director, + 


Two Ottawa Food 
Chains Drop Stamps, 
Adopt New Plan 


Ortawa, Ont., July 31—Domin- 

ion and Thrift food stores, two of 
the major chains operating in the 
Ottawa area, have bowed out of 
the premium stamp business. They 
will substitute a save-your-sales- 
slips scheme designed to provide 
simpler and more convenient sav- 
ing. 
It is rumored that the Loblaws 
chain might also drop the premi- 
um stamps soon. Loblaws joined 
Dominion and Thrift in the Blue 
Chip stamp plan some time after 
the IGA Stores clicked as the first 
chain to introduce stamps in Ot- 
tawa more than two years ago. 


® Steinbergs, with only three ma- 
jor outlets in Ottawa (but scores 
of them in Quebec), were first to 
abandon the stamps in favor of 
cash slips several weeks ago. 

Bert Loeb, who handles IGA’s 
Gold Bond stamps, said the chain 
will continue to give stamps “as 
long as the consumer wants them.” 

Dominion took two-page news- 
paper ads and Thrift (now owned 
by Dominion) a quarter-page to 
announce the change to the sales- 
tapes plan. + 


Bosco Sponsors ‘Annie’ 

CBS Television Film Sales, New 
York, has sold its “Annie Oakley” 
series to the Corn Products Refin- 
ing Co. for alternate-week spon- 
sorship in a minimum of 62 mar- 
kets beginning in October. The 
sponsorship is for Bosco and will 
alternate with the Continental 
Baking Co. Six one-minute com- 
mercials for the new sponsor will 
be filmed by Gail Davis, star of 
the show. Donahue & Coe is the 


agency for Corn Products. 
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Harness Track 
Broadens Appeal, 
Size of Its Ads 


Roosevelt Raceway Adds 
R.O.P. and Amusement 
Pages to Sports Coverage 


New York, July 30—Harness 
racing hit big time advertising here 
today. Page ads appeared in seven 
New York dailies and three Long 
Island dailies (Newsday, Press, and 
Star-Journal). Spot radio commer- 
cials were used on seven metropoli- 
tan stations and spot tv ads on six. 
Car cards and outdoor posters also 
were used, and the schedule calls 
for similar ad pages in 90 Long 
Island weekly newspapers and in 
this week’s issues of Cue, Sports 
Illvstrated and The New Yorker. 

Heineman, Kleinfeld, Shaw & 
Joseph is the agency. 

Reason? The opening Aug. 1 of 
the new “dream track” at Roose- 
velt Raceway, at Westbury, L.I. 

The advertising will run, on a 
somewhat less elaborate scale, until 
Nov. 30. 

The campaign emphasizes that 
harness racing has become an es- 
tablished major sport in metropoli- 
tan New York. When the Roosevelt 
Raceway first opened in Septem- 


her III, exec vp; Jerald H. Melum, | 


OPENS my Ss 
TONIGHT | 


NewDneanTnack see 


ROOSEVELT 


HARNESS PROMOTION—With opening 
of newly renovated Roosevelt 
Raceway, at Westbury, N.Y., rac- 
ing hit bigtime advertising sched- 
ules in New York metropolitan 
area. This r.o.p. color page broke 
Aug. 1 in seven New York dailies 
and three Long Island dailies. 
Heineman, Kleinfeld, Shaw & Jo- 
seph is the agency. 


ber, 1940, total track attendance for 
the season was 75,000. In 1956 the 
season’s attendance was 1,962,963. 


s When the new Roosevelt Race- 
way was completed in July, a basic 
decision had to be made—should 
the track continue its advertising 
themes of the past, with the addi- 
tion of references to the new track? 
Or should a completely different 
approach be used? 

Both client and agency felt that 
any advertising for the track 
should directly and indirectly con- 
tinue to sell trotting as a sport. It 
was agreed that the new track is 
so different as to require a specific 
campaign to merchandise its fea- 
tures and sell it as a showplace for 
harness racing fans, diners-out, and 
people who want to see something 
different. 

“Instead of confining advertising 
to the conventional sports sections 
of the newspapers,” Julius Joseph 
Jr., vp of the agency, said, “an en- 
tirely new campaign was launched. 
Starting the week of Aug. 5, small- 
er ads will be used on sports and 
amusement pages of newspapers. 


(Continued on Page 40) 
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Radio Audience 
Surpassed TV in 
July: Sindlinger 


Summer Living Habits 
Promote Shift to Older 
Medium, Says Analyst 


RIDLEY Park, Pa., July 31—The 
summer heat evidently is affecting | 
‘elevision viewing. And so is in- 
creased auto traffic. 

For the weeks of July 6, 13 and 
20, more Americans listened to ra- 
dio than watched television, ac- 
cording to Sindlinger & Co., mar- 
ket analyst. 

“Interviewing for the week end- 
ing July 27 shows that radio lis- 
tening time per capita is up to 
about 18 hours per week,” Albert 
E. Sindlinger, president, reported, 
“while television viewing time per 
capita is now down to about 15 
hours.” 

In three years, he said, this is 
the first time such a trend has 
ever developed, with the exception 
of a short period during the poli- 
tical conventions last year, when 
viewers rebelled about the removal 
of their favorite programs. 

“One of the factors accounting 
for the upturn in time devoted to 
radio last week,” he said, “was 
that 439,000,000 hours, or 36% of 
radio’s time, came from auto trav- 
elers who listened in their cars.” 


® He said his analysts found in 
June that while nationwide auto 
travel was 3.5% below June, 1956, 
auto radio listening was about the 
same as last year. During the first 
three weeks of July this year, 
however, both auto radio listening 
and gasoline consumption were up 
about 4% over a year ago. 

Baseball viewing on tv thus far 
in July, he stated, is about double 
last year, but the viewing time 
spent watching feature length 
movies is four times greater than 
last summer, even though general 
viewing time is down 15%. 

Reading time for Americans this 
summer is up, with newspaper 
readers 6% ahead of a year ago. 
Book reading is up from 11,400,- 
000 to 20,520,000, Sindlinger finds, 
and magazine reading is also up— 
from fewer than 30,000,000 readers 
to more than 34,103,000. 

During the week of July 6, there 
was a total of 71,335,000 radio lis- 
teners, while there were 68,967,000 
tv viewers. The next week, there 
were 69,106,000 radio listeners and 
66,892,000 tv viewers. In the week 
of July 20, 72,795,000 persons lis- 
tened to radio, and 66,401,000 
watched television. + 


Crt nee wine Creme Cath 


Gallo Tt underbird 


FASHIONABLE—Newspaper pages, 
starting this month, will launch 
E. & J. Gallo Winery’s new Thun- 
derbird, “America’s newest fash- 
ion in wines.” Doyle Dane Bern- 


Russell Everett Biddle 


Shorb 
IN EVERETT’S OFFICE—Homey and “old fashioned,” in keeping with 
the original atmosphere of the old house that is agency headquar- 
ters, is Everett Biddle’s office. Shown in a huddle around his desk 
here are William M. Shorb, vp and general sales manager, Decatur 
Pump Co., a client; and Edward H. Russell, plans board manager, 
Paul C. Baker, account supervisor, and Roy P. Biddle, senior vp, 


+ 


Boker Roy Biddle 


CLEVELAND, July 31—Officials of 
the Cleveland Transit System and 
Radio Station WERE are watching 
public opinion closely following 
the installation of loudspeakers in 
Public Square Station to pipe in 
WERE’s FM broadcasts during the 
rush hours. 

First rumbles came last week 
via an editorial in the Cleveland 
Press and a column by Jim Fran- 
kel in the same paper. The charge 
of “captive audience”—dormant 
since the Capital Transit Co. in 
Washington bowed to the wishes 


Vending Machine 
Operators Had 3.25% 
Average Gross in ‘56 


Cuicaco, July 30—A representa- 
tive group of merchandise and 
service vending machine operators 
rang up a profit of 3.25% before 
income taxes last year, according 
to the latest operating ratio report 
prepared for the National Auto- 
matic Merchandising Assn. 

The report is based on operating 
figures submitted by 128 vending 
operating companies with a com- 
bined sales volume of more than 
$52,000,000. 

Merchandise sold through vend- 
ing machines last year cost vend- 
ing operators $60.01 for each $100 
of retail sales, while operating ex- 
penses totaled $37.93, for an oper- 
ating profit of $2.06. 

Other income and charges of 
1.19% brought the total average 
profit before income taxes to 
3.25%. More than one-third of to- 
tal operating expenses was paid 
out in wages and salaries. 


= The companies which partici- 
pated in the survey also reported 
$3.44 in sales for each $1 of total 
assets, and $6.63 in sales for each 
$1 of net worth. Profit before in- 
come taxes amounted to 11.03% 
of total costs and 21.09% of net 
worth, These figures indicate 
higher costs and lower profits for 
the industry, as compared with 
1955 figures, the report said. # 


United Vintners Builds 
New Wine Tanker Ship 

The world’s first specially de- 
signed American wine tanker ship, 
the Angelo Petri, is now being fit- 
ted out and will sail from its home 
port of Stockton, Cal., on Sept. 9 
with 2,383,840 gals. of wine for 
Port Newark, N. J. The vessel was 
built for Louis Petri, president of 
United Vintners Inc., wine pro- 
ducer. 

The ship, which will replace 
the usual rail tank car, will haul 
liquid sugar, industrial alcohol 
and liquid foods on its return voy- 


bach, New York, is the agency. 


Cleveland Transit, Station WERE Join in 
Effort to Revive ‘Captive’ Listener Plan 


of militant riders and dropped a 
similar service in 1953—is being 
revived in Cleveland. 


® There’s one difference, though. 
In Washington, and in other cit- 
ies, Transit Radio Inc. installed 
receivers on the common carriers, 
whereas CTS and Station WERE 
plan to set up speakers only on 
the rapid transit platforms. Thus 
the period of “captivity” is much 
shorter, on the average. 

A similar setup in New York’s 
Grand Central Station was killed 
several years ago because of strong 
public resentment. Richard Klaus, 
general manager of WERE, said 
the plan is to provide commuters 
with news, sports results, music— 
and advertising—while they wait 
for trains. 

WERE plans to set up speakers 
at other stations if public opinion | 
is not adverse to the experiment. | 
The station is not paying CTS for} 
use of its facilities, but reportedly 
will share advertising revenues 
with the transit system. + 


Detroit AMA Elects Randall 
Louis M. Randall Jr., research 
director of J. L. Hudson Co., has 
been elected president of the De- 
troit chapter of the American Mar- 
keting Assn. Other officers elected 
are Robert R. Scrase, executive 
assistant to the vp of sales, Stran- 
Steel Corp., vp, and Frederick P. 
Currier, assistant research direc- 
tor of the Detroit Free Press, sec- 


retary. | 


Kotron Joins Chilton Co. 

John H. Kofron, formerly proj- 
ects manager of National Analysts | 
Inc., Philadelphia, has joined | 
Chilton Co., same city, as director 


of research. ! 


Walker 


president of Dillon-Cousins & A 


Morrissette 
NEW EASTERN RUN—In Mexico City to help inaugurate Eastern Air 
Lines’ new run to Mexico City are Bradford Walker, vp of Fletcher 
D. Richards Inc., New York, Eastern’s U.S. agency; William Mor- 
rissette Jr., up in charge of sales for Eastern, and Luis G. Dillon, 


Biddle Builds Big 


Agency in Small Town 


‘Largest Small Town 
Agency’ Has 105 People, 
$7,000,000 Billings 


By S. R. Bernstein 

BLoomincTon, Iut., July 31— 
This downstate Illinois city of 45,- 
000, some 130 miles southwest of 
Chicago, is notable as the home 
town of Adlai Stevenson, of State 
Farm Mutual (whose right to the 
title of “world’s largest automo- 
bile insurance company” is chal- 
lenged only by Allstate), and of 
an advertising agency which this 
year will bill something in excess 
of $7,000,000. 

Not the least impressive is the 


latter—the Biddle Co.—‘“a little). . 


country agency that in just a few 


years grew up to be the largest 
agency of its kind in America.” 
The Biddle Co. was started in 


| 1941 by Everett D. Biddle the day 


he and his secretary (now Mrs. 
Biddle) resigned from Kane Ad- 
vertising Agency here. Everett 


| Biddle, who was born and raised 


in Decatur, Ill., worked for a local 


|drug chain, for the Decatur news- 


papers, and as a window trimmer 
for the local department store and 
the Boston Store in Milwaukee 
before entering the agency busi- 
ness. 


se A few months ago Everett 
Biddle wrote “a brief history of 
the company, a few current facts 
. a little about our policy and 
beliefs” as a folder to be given to 


they (not you) find interesting. 


give it too little time. 


Homely Advertising Philosophy Spelled 
in These Biddle ‘Briefs’ 


In a folder prepared for distribution to visitors, Biddle Co. 
spells out its “beliefs” about advertising. Like this: 


There is an amazing amount of advertising money wasted by 
people trying so hard to be clever that they forget to point out 
the benefits of the product. Let’s sell the goods . . . let someone 
else be clever who doesn’t know how to sell. 


Advertising must be written from the viewpoint of the client's 
customer, not the writer, nor the client. This sounds easy, but it 
takes years to learn, and much self discipline. 


No one gets paid to look at advertising . . 
voluntary action on the part of the people. They read only what 


Probably $2 billion will be wasted in advertising this year. 
Too many people with too little knowledge of advertising will 


. it is entirely a 


Business, State 
Set Push to Attract 
Industry to Minnesota 


Sr. Pau, Minn., July 31—Funds 
for a $100,000 national advertis- 
ing campaign to bring industry to 
Minnesota were “virtually as- 
sured” after Gov. Orville L. Free- 
man finished a four-day tour of 
the state last week to gain finan- 
cial support for the drive. 

The program is designed to give 
local industrial development 
groups the opportunity to partici- 
pate in the ad campaign. 

The drive, according to plans, 
will stress the state’s qualities as 
“a wonderful place in which to 
live, work and play.” 

Costs of the program will be un- 
derwritten by local communities 
and industry, supplemented by 


funds from the state. + 


Dillon 


ssociates, New York and Mevxico 


City. Eastern’s Mexican agency. 


space salesmen and others visit- 
ing “Dakasu,” the 87-year-old 
home (complete with seven an- 
tique fireplaces) on North Main 
St. which houses the company’s 
headquarters. 

“Our beginning was certainly 
modest,” he wrote. “When we 
opened our doors 16 years ago $835 
represented our complete cash as- 
sets. We spoke of it loosely as 
‘working capital’ but actually it 
was eating money and it had to 
be so used. Rarely did the ‘pres- 
ident’ carry over $5 in his pocket. 


s “We had resigned suddenly one 
afternoon from the small advertis- 


(Continued on Page 78) 


James Copley 
Will Expand 
Paper Chain 


Cuicaco, July 31—Now that a 
family settlement has been ap- 
proved giving James S. Copley full 
control of Copley Press Inc., the 
16-paper chain plans a program of 
expansion and improvement. 

The plans have not been de- 
tailed, but the newspaper chain is 
looking into the possibility of ac- 
quiring one or more papers in 
states other than California and 
Illinois, where all Copley papers 
are now located. Three papers are 
under consideration for purchase, 
a Copley spokesman told Apver- 
TISING AGE. 

Addition of new papers, as well 


as expansion and improvement of 
|existing plants, has been delayed 
since July, 1955, when William N. 
Copley filed suit against his broth- 
|er, James, and the First National 


| (Continued on Page 36) 
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Hele:2 Curtis’ ‘Process of Elimination’ 
Agency Sweepstake Is Set to Start Aug. 5 


Cu @O, Aug. 1—Helene Curtis | 
will | gin preliminary talks Aug. 5| 
with about 14 agencies which will 
be sceking to take over the $4,500,- 
Oo portion of the company’s ad- 
\ rising account which was lost 
‘vo weeks ago by Earle Ludgin & 
Co. (AA, July 22). 

“In line with company policy, 
there will be no formal presenta- 
tions,” George M. Factor, vp in 
charge of advertising, told Apver- 
TIsInGc Ace. “The first step in se- 
lecting a new agency will be 
informal chats between our man- 
agement and the agency.” 

Mr. Factor said he plans to| 
spend the next two or three weeks | 
talking to agencies. The talks will | 
be of an exploratory nature, he | 
said. In them Helene Curtis will 
seek to determine whether or not 
the agencies have the physical 
equipment and the experience to 
handle advertising of the compa- 


ny’s products. 


® Elimination talks will take place 


|after each agency has been inter- 


viewed, he said. Survivors will be 
called back for further talks, Mr. 
Factor added. A new agency prob- 
ably will not be chosen until Sep- 
tember, he told AA. 

Although Mr. Factor declined to 
name agencies seeking the account, 
it is generally believed Gordon 
Best Co. and Edward H. Weiss & 
Co., which currently handle the 
rest of Helene Curtis’ business, 
will be serious contenders for the 
healthy $4,500,000 slice. + 


Weldon Takes Leave as 
Blair-TV President 

William H. Weldon has taken a 
leave of absence from his post as 
president of Blair-TV, New York. 
Jack Denninger, a vp at the station 


|representative company, will take 
over during Mr. Weldon’s absence. 
Mr. Weldon is taking the leave 
to pinch hit for his mother-in-law, 
Mrs. L. R. Goshorn, head of KWOS, 
Jefferson City, Mo., and the Jef- 
ferson City Capital News and Post- 
Tribune, who has been ill. During 
his absence Mr. Weldon will keep 
in touch with the Blair operation 
through its St. Louis office and 
through trips to New York. 


Gerber Advances Baker 

Kenneth Baker, advertising 
manager of Gerber Products Co., 
Fremont, Mich., since 1950, has 
been appointed to the new post of 
director of advertising for Gerber 
baby foods. He joined the company 
in 1924. 


Goddess Names Dunay Co. 

Goddess Brassiere Co., Cam- 
bridge, Mass., has appointed Dun- 
ay Co., New York, to handle its 
advertising. George N. Kahn Co. 
is the previous agency. 


Over Night 


the newspaper picture 


changed in LIMA, OHIO 


ever before in the history of American journalism 
did a new paper strike a community with such im- 
pact as the day The Lima Citizen published its first 


issue—July 1, 1957. In the words of TIME Magazine 
...» “thousands cheered.” 


And that cheering grows louder and more enthusi- 


astic each day. The Citizen has given a new dimension 
to the Lima market . . . you will be richly rewarded 
for checking it. 


now it’s the 


first 


* current circulation: 24,672 


The Lima Citizen 


LIMA CITIZEN 


first in local display advertising 


first in classified advertising 


in circulation * 


first in the heart of the community 


Publishing Co. 


Represented by: Shannon & Associates, Inc., Chicago, New York, Cleveland, Detroit, 
Atlanta, San Francisco, Hollywood 


Lima, Ohio 


Dayton Newspaper Inc. control is willed to 
James M. Cox Jr. and three corporation 
officials 


Monroe F. Dreher Inc. will be managed 
by five-man executive committee Page 2 


Procter & Gamble of Canada drops four 
national network radio serials in favor 
of radio and tv spots Page 2 


Dominion and Thrift food chains in Ot- 
tawa bow out of trading stamp busi- 


ANA's Frey study of 15% commission sys- 
tem queries media: “What 
agencies?" 


Roosevelt Raceway expands newspaper 
ads to full pages for opening 


C&C Super Corp. stockholders okay re- 
organization but skip lightly over liti- 
gation with ex-ad manager Rill ....Page 2 


Vending machine operators grossed 3.25% 
before taxes last year 


WERE, Cleveland, and local transit system 
try FM broadcasts to riders waiting on 
platforms Page 3 


Radio audiences surpassed tv audiences 
in July, Sindlinger reports Page 3 


Biddle Co. 
Bloomington, 
Ee 


John B. McLaughlin is replaced 
Green in top marketing post at Kraft 
Foods as he moves to Purex Corp. Page 6 


“small town” 
Ill., billing 


is agency in 


this 


to push “Book of Knowledge” 
vi ; snoecnge © 


pee 


Newsprint production maintains strong 
lead over consumption Page 18 


Wilson Sporting Goods and A. G. Spalding 
& Bros. head list of sporting goods com- 


Radio Advertising Bureau stockpiling six- 
month supply of promotion materi- 


New Canadian revenue minister has “open 
mind” about CBC's future 


F. H. Peavey & Co. introducing new V-10 
protein bread nationally with newspaper, 


Page 2 


good are. 


Grolier Society will use radio, tv and print | 


panies facing anti-trust probe ....Page 20) 


Pe a es Page 21 


Advertising Age, August 5, 1957 


Highlights of This Week's Issue 


radio and tv spot and point of sale 
| push . Page 24 


|Sunday newspaper advertising costs are up 
10% over 1954, ANA says .............Page 32 


| Department, specialty stores may be 
bright new rmarket for tv time sellers, 
| survey of retail dry goods dealers 

Page 42 


Nerman Knight named president of Yan- 
kee network division of RKO Teleradio 
Pictures 


NBC beating the drums for color tv this 
fall; CBS plans more modest ...Page 50 


| Burke Dowling Adams is an adman “You 
Ought to Know” 


Carnation executive says high cost of ad- 
vertising means more work must go into 
ad preparation 


Lever Bros. lost out to Procter & Gamble 
| im detergent battle because of slowness 

in developing efficient product, book 
Page 62 


| Business paper ad volume is up 4% over 
1956, Industrial Marketing says .Page 63 


Liggett & Myers’ 
| lated cigaret 


new Oasis mentho- 
gains national distribu- 


$7,000,000 | “Brave new world” of consumer research- 
lage | ers gets analytical treatment by C. M. 


by C. P.| 


Oehler, BBDO exec Page 71 


| Edsel commercial filming complicated by 
| security requirements Page 86 


REGULAR FEATURES 


| Advertising Market Place ... 

| Coming Conventions 

Consumer Magazine Lin 

Creative Man’s Corner 

PGR: BOSD CBIR cnnrcccrrecesnsscesseinttssciceenietnonanel 
| Drawthinks 
Editorials 
Getting Personal 
| Looking at Radio & TV 

| Obituaries 

On the Merchandising Front 
| Photographic Review 
Rough Proofs 
| Salesense in Advertising 
| Volee of the Advertiser ..... 
|What They're Saying 


Western Empire Allows 15% 
Commission on Direct Mail 

Western Empire Direct Adver- 
tising Co., San Francisco, is now 
allowing a 15% commission pay- 
able to advertising agencies on 
direct mail services. The commis- 
sion allowance covers such work 
as couponing, sampling, premi- 
ums, contests, occupant mailings 
and refund offers. 


Western Empire’s commission 
offer is similar to the arrange- 
ment initiated by R. L. Polk & 
Co., Detroit, about two years ago 
(AA, Sept. 12, 55). Both require 
that the direct mail house’s mail- 
ing list be used. Western Empire, 
however, says it would allow the 
commission if a client’s agency 
furnished the list, though it says 
this situation hasn’t come up yet. 


POPULAR 


REVISTA 


or more automobiles . . 


POPULAR MECHANICS 
200 East Ontario 


46% are presidents, owners, partners 
..- 63% own homes... 64% own one 
. 72% are 
heads of families .. . 89% are in busi- 
ness or professions . .. 74% have pur- 
chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


: Silrmalional EDITIONS 


gets you to the 


men with the POWER TO BUY! 


| * One of five top- 
eadership international 
editions that get you to 
he men with the power 
to buy in Latin America, 
France, Western Germa- 
ny, Sweden, Denmark. 


* Chicago, lilinois 
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P.1.B. for the first six months of 1957 reports that 
SPORTS ILLUSTRATED has risen to first place among 
all magazines in pages of men’s apparel advertising. 
SPORTS ILLUSTRATED also is first (up from 2nd place 
in the first half of 56) in Men’s Footwear; fourth in 
Beer, Wine & Liquor (up from 13th in 1956); third in 
Jewelry, Optical Goods & Cameras (up from 9th); 
fifth in Automotive (up from 9th); seventh in Travel, 
Hotels and Resorts (up from 17th). 

In total pages, SPORTS ILLUSTRATED now ranks 
twelfth among all U.S. magazines (up from 23rd in 
1956). In other words, what a setting for selling! 


in men’s apparel advertising 


Total pages, Men’s Apparel 
First Half, 1957 (P.1.B.) 


SPORTS ILLUSTRATED .......... ... 148.10 
a er sacs bast hole, ee 
The New Yorker ......... ; 123.96 
ae a ee: 69.55 
Saturday Evening Post .... “Smee * 
OE... ee ae 
Time ....... OSL . 27.54 
Holiday .. e igo ore 
i ear Bey te igo ee 
Ebony .. cuits bas iene be 
Field and Stream ........... oo ae7e 
OuNRSGP LG ie............. 2 12.35 
| 6 ae Ce 9.50 
Good Housekeeping...................... 8.15 
Newsweek .................... ita’ 8.0] 


Note: Figures include all national and 
regional advertising pages re- 
ported to P.I.B. by all magazines 


SPORTS 
ILLUSTRATED 


Circulation now more than 750,000 families weekly 
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Grolier Keys Push 
to Back-to-School, 
Yule Sales Seasons 


New YorK, Aug. 1—The Grolier 
Society’s three-month fall cam- 
paign for its “Book of Knowledge” 
encyclopedia will break in Sep- 
‘cmber in seven magazines, to be 
‘ollowed in October with inser- 
tions in about 50 newspapers and 
spots on radio and tv stations. 

The campaign is scheduled to co- 
incide with the back-to-school and 
Christmas markets, Roger W. Rod- 
dy, vp for advertising and sales 
promotion of the society, said, It 
will be augmented at the local level 
by an institutional public relations 


|program which involves rotation 
displays of reproductions of an- 
tique coin banks. The Grolier So- 
ciety has acquired an extensive 
collection of mechanical banks, 
which will be put on display at 
several hundred savings banks. 

Magazines on the schedule in- 
clude Baby Talk, Child Life, Chil- 
dren’s Activities, Life, Living for 
Young Homemakers, Look and 
Parents’ Magazine, 

Doyle Dane Bernbach Inc. is the 
agency. + 


Tippett Succeeds Shumway 
as McCall Circulation Head 
J. Russell Tippett, formerly 
newsstand sales manager of Mc- 
Call Corp., New York, has been 


named circulation director. 


He | bury Mills. 


|was formerly with Griswold-Esh- 


will succeed Lowell Shumway on | 
Sept. 1. Mr. Shumway will contin- | 
ue as a circulation consultant for 
the company. 

Mr. Tippett was circulation di- 
rector of Dell Publishing Co. and 
advertising sales manager of Dis- 
neyland before joining McCall 
Corp. Mr. Shumway, who joined 
McCall Corp. in 1919, is a vp of 
the company and a director of 
Select Magazines Inc. and of the 
National Better Business Bureau. 


Bahnsen Joins Detroit Agency 
Stanley G. Bahnsen has joined 

Zimmer, Keller & Calvert, Detroit, 

as account manager. Mr. Bahnsen 


leman Co., Cleveland, and Pills- 


McLaughlin Moves 
to Purex; Green 
Gets Kraft Post 


Curcaco, July 31—John B. Mc- | 
Laughlin, director of sales and ad- 
vertising of Kraft Foods Co., is re- 
signing Oct. 1 to become sales vp} 
of Purex Corp., in South Gate, 
Cal., effective Oct. 15. He will re-| 
place Robert F. Sharp, vp and gen- 
eral sales manager of Purex, who 
has been named vp in charge of 
trade relations. 

Kraft has named Chester P. 
Green, presently general sales 
manager, to take over Mr. Mc- 
Laughlin’s post, which has been 
redesignated director of marketing. 

Mr. McLaughlin’s resignation is 


KRON is TV in SF 


San Franctscans are sold on KRON-TV 


OWL THEATRE 


Sun-Mon-Wed 10:30 PM 
Thurs 11 PM 


AVAILABLE 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 
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John B. McLaughlin 


the second one to hit Kraft’s top 
sales ranks this month. On July 1 
James E. McClellan, sales promo- 
tion manager, resigned to join 
Progressive Grocer (AA, June 17). 
He was replaced by John J. Duffy, 
who had been Kraft’s training 
manager. 


# A Kraft spokesman this week 
said there is no connection at all 
between the two resignations. Mr. 
McLaughlin, in announcing his res- 
ignation, told ADVERTISING AGE that 
things are “very lovely” between 
him and Kraft and that the two 
are still “very much in love.” 

He said his move to Purex was 
simply a case of taking up “a tre- 
mendous opportunity to join a 
rapidly growing, aggressive organi- 
zation.” He has been with Kraft 
since 1949. 

For the past year Mr. McLaugh- 
lin has played an important role 
in the Assn. of National Advertis- 
ers as head of the committee re- 
viewing the pros and cons of the 
15% agency commission system. 
He plans to continue as head of 
that group until the ANA annual 
meeting in October, when the as- 
sociation will hear the report of 
Prof. Albert Frey, of the Tuck 
school of business administration, 
Dartmouth College, who was re- 
tained by Mr. McLaughlin’s com- 
mittee to study the commission sys- 
tem (AA, Oct. 29, ’56). 

Purex Corp. is not at present a 
member of ANA, but Mr. Mc- 
Laughlin says he expects it soon 
will be. 


® Kraft, meanwhile, in announc- 
ing appointment of Mr. Green as 
Mr. McLaughlin’s successor, and 
relabeling of the post, set up four 
subordinate general sales manager 
posts. 

H. F. Marston is general sales 
manager in charge of confections 
and special products; C. F. Goet- 
ling is general sales manager for 
all cheese products; Kenneth Hart 
is manager for salad products and 
margarines, and Robert S. Loch- 
ridge is sales manager of institu- 
tional and industrial products. 

These men were previously 
product managers of their respec- 
tive product ranges, 

Tad Jeffery continues as Kraft’s 
general advertising manager, re- 
porting to Mr. Green. Sales pro- 
motion, marketing research and 
consumer service departments will 
also report to Mr. Green. 

J. Walter Thompson Co., Need- 
ham, Louis & Brorby and Foote, 
Cone & Belding are Kraft’s agen- 
cies. # 


‘Grit’ Raises Rates 

Grit, Williamsport, Pa., will raise 
its rates, effective Jan. 5, from $3,- 
550 for one page, b&w, to $4,000. 
At the same time, the publication 
will make available discounts on 
both a frequency and a volume 
basis. 


Smardan Joins Blair-TV 

Edmund M. Smardan, formerly 
an account supervisor and tv di- 
rector of Henry Gerstenkorn Co., 
Los Angeles, has been added to the 
Los Angeles staff of Blair-TV, sta- 


tion representative. 
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Yardley has two favorite salesladies 


John F. Bales, Vice-President 
in Charge of Sales for Yardley 
of London, never underesti- 
mates the power of a woman! 


Never underestimate the power of the 


No.1 magazine for women... 


Surprisingly, Yardley’s two favorite salesladies 
are not real people. Yet both have created very 
real results on Yardley’s sales charts. 

One is a Yardley doll...the other is the No. 1 
women’s magazine, Ladies’ Home Journal. 

The doll has been selling Yardley cosmetics for 
only about a year—but Yardley reports that she 
has been doing more of a job than any real-live 
girl. For she symbolizes everything that’s fresh 
and feminine. 

The Journal has been selling Yardley cosmetics 


for nearly 35 years. And here’s what Yardley says 
about the Journal: “This year, as in the past, 
Ladies’ Home Journal spearheads our list of me- 
dia. The Journal reflects beauty from cover to 


cover—but that’s not all. Women seem to feel a 


special way about the Journal. The relationship 
between women and the magazine is intimate and 
personal. This is a perfect climate for sales.” 

Thanks to these two salesladies, Yardley con- 
tinues to maintain an impressive sales pattern 
that is stronger than ever! 


JOURN Al, Sieeren 


No. 1 in advertising revenue 


A CURTIS PUBLICATION 


ine - ay rer . " 
Page) a. eee. SS ee, 


Sy Ment, Bed a ir A ne eS MR 9 Sa St is | ee ooh 8 Se a SD Soe he Rr ee, eer ss a er i ir, hs Bes. Co a em ata =, ee ae ae ai ya ph ars, Y pemm hce 
eh ae sar 2 5 7 a atten a . poten i e *, Rie a ea seed es sites ea, 3S 5 P ie “ a bea? 3 a are bo ae,” oa 
EE a ee ee ee i i ee ee ee ee 
inne iin : ais a SR ig eo ee eR 8” RRS gett ey fa Oe ee ete eat: ea acces Ra hike eS nial’ Sy). | L Saaeces Mar aie engi en soa, 
ae Bad Mihi Beet ne Me ee = = ne mei ee ag z ty cesta sPrigiig ds Ree: z — my eas. ones eal ey ay i re / oo ie fait oe pans a ba aaa vs las gaara ck RRR ONE: a 
ue: = dihy  imaimine see Ln. ae ae ieee sein ee kas. er aie! Na eee Mie ey Dog RM 2) SA ge I 2 Se ere ‘J Redes, >: 1) eee boas eae Be ae ear st ena 
pls é Bo eM ide nee er Po See i ae eee Oe pe ere Wa Ram: ee ate eee ga ea ee oS ae ber ee 
Pi : t es " 2 : a 5 a7 bi Ey Pi 
ee . % me 
Dae » P .d SN 
Ft Boe. 
ca Le ou 
(eeekies bi 
iors ia 87 
iota 
ae ee Ls ne i oe oF A Ee Or es ‘ a ie Z ee cy : - _ pom et SRE Se a 
me , { DOLL BY MADAM a a“ * 
ae 
. - 
P ‘ ; = 
—" — ’ or i 
nts E es 
eae q Uy ket 
ae , th ses 
et . ee: 
ae - pe 4 - o tee 
eh! . . gS c M oe oe 
OF ee ee ee a 
% BO sew 4 re N é te 
ry : 2 > p a : oe. 
; 2 ve . Bis Se a an 
Se i. 5 me oe ae 4 ‘ oa 
ae oy giant tS a F f i 
Sa an ec al ak aa : . eas 
ee > aa 4 dee ae : ge 
i a es. 
en fe s esd 
are iat > ee 
a. i e a a ¥ ze 
pe ee 7S be 2 ae 
ae : . r ee 
aN ie . Ss . ees 
ini oe 7 ao a “ 
a ; ; pao a —— j 2 
ue : — — “ae “s oe 
Spe es | @ Be 
ee ‘ 3 -— = ; . Lae 
eg ¥ ig ee . aad 
gas % a i ae e ‘ 
‘a -, * r is : > 
Br s . bs - g : : 5 
ates.” _ \ ¥. ) ~ P q 
a yl oe | 
ie ty ee q ai 
ee Rah 
ea hy ,* ‘ % = 4 ’ x nets, 
a % : e . < om ae 
as : a : ee 
a § . to a ~ — ‘ a 
ys ‘ . 7 . es 7 ‘. ' ; é ae sha = 
. - , Pe: ‘ : ‘Org 
oa hn “2%. ) ’ aed pe a ee ile 
-" ae & . rae 
ae a . we \ ary a ‘ 
ee: ; O ; id : ie ; . 
f bss a Pee d 
L : 3 ‘ Sp gy “os ; e * . I j - i zen 
— a . > ke Gs: : | 
i ‘ee Re ys % ‘ 2 le " Las sig { : 
. ai ton > 5 Feces WATER : oh 
* : * ae ta a. lw head 3 Com 
; 4 . . % eee. fF ee ie 
a * AF get ps pam bs OS. 8 I az : ‘ARD ‘i 4 es 
3 , ot) oe & ~. 4 7 m ; - } ve 
E) i oe ~  . ae ee Sey n 4 a ae > et meqen me eee sie \. jiu 
: cs ‘ithia, . a) a oe zh we ie ee 
A ; eo ars aun ; A ie 1° 5 2 pain ae . 
‘ ‘ ‘ : $ | Ve ae __ i . ae ae 
“ae Md ; ae . ' ee an 
5 ed . z os | “fe @ ‘hn. = P : a ij la tee 
ii : Ss -- 3 TF las, hi ieee a 3 F : ca 
aay ’ 4 it ‘ ’ A oe i ; hn 3 , Me ar) 
‘s Yi : y . Sete. be er om a ¢ abt es 
Fa at ' 5 rf ' a ae ti aaa ae 
: : a eee. theese, j if * : ™ er 
+ — : om br Aes ot * a i : ‘ i 
; Si a i Pe = 2) ele Ps Bi. ie A a es ‘+ ; ; te 
‘ *  » ecihe “a ve eh? ” a gee ‘a 4 De < ate 
; - ~ ” 4 3 in os ye eR re ie ‘ _ eee f ag ae 
‘ + % Mal _ : : a: Poe Pe ae a t fe : ; ore 4 
. : (OSES Pg oo. Ba oe, ts age ite. wae 3 
‘ Sa2 : > ies ie 9 Sela oe a ee Ree sy oe 7 ie Pee . ae oe Ags 
Z : . i : eee ee” F, : Pet — | = . Bir. 
; Tie ene a ae ‘ aa : i 4 4 os 
zt A 2 = wb Fo fe A AS eee 3 Salah eae it ¢ « 4 bi ae 
+ gh See ; — i! Ar ee Ga oe “a j se m 2. . < oe Rae 
a 4 ‘ tee ie a Be ' oe 7 er "3 pene a oh sult aie ith ce 
. rue J le Be sail J eee a — REE aE ae 
, ‘ - Re lea 5 ee we ' ie 
a ’ cies me . , Be eas 
; ee > ' - : : ‘ eee 
sa nn a ~ a : ii : Men 
: . a <0 sm A la - a sith ; : ye 
4 y ' - a on ? Rass oan 
: on > “ : ee ee ne a ae 
e oe * , > Sea I knee? LP hie 4 ad a oes 
; * y i - hai Seer aS . 2S ah ae ae ‘ ; f 
g om a “ a = OP Mae ek cy “ee ae Eee te re es : E ; ‘ 
: ; es ee see cc are m4 ”" ct Geeks Le 3 in 
: Saget j st , Senne 2a 
y b. Coes ae Messin, -" * = ~ . 7 ic, 
ane ES es Oe ae on ee ie pe Oe. ig: , 7 * 
ar a 4 og bln: i ig ae ea = 5 4 ee - . rs 
Ie ae ’ : a ee Pa thie ht - Se ; a 
‘ : a ee "al Pre ep a Si ies j ne 
. 3 eee ee a peiee 3. siete f ie gm Pater’ 
pe (ER a i ed a an ; " ae aan : >) ease 
iy ‘ i Bae a ee i . " ; Be ae 
> “ ore 1s ey y Bh , oe oe pee & ° or 
\ ‘ : i : cere ase ee J on tas Se e Ef ge" 
fone e aes oe " Pe a comes eee a a ae a ee tgs cae : . ere 
ee oe Se eames wes me a 
hy , sey ‘ le ae tae nike j ace : H res 4 Be Sees , whet of : Te 
Be aH a 4 * ye s es ee) Rae r aS sei se ihe “4 er 3 45 c iceah Z i SEI a 2 d em i : : Geral. “2p. “ap Org 
ai : ; Ge 
S ee 
ae 
“Ss 
a 
ee oa 
ee; 
— r id 
| ay 
Bs at’ 
i 8 
é rae 
e ae 
' * t J 
5 
| s 
: 4 ; 
| 2 i ’ 
ee ; 
is 
oats: 
ae 
em 
: elias 
a 
Pe 
| ee i 
ee ca 
. 5 a 
° : 
a spe aiae 
ae es 
as ee } on Ad 2 ‘ Sie age pe +E i ; ° ee . 5 ke: ee : a c : : ‘ ee eh ae 
oe Sage ee an cl en ee ee ce ere ree ey a eh ee ee Rn aie eat es “eae ee OS ok ac aie. cS - 5S Sona 
: 4%; Tee ee eo ee Ne REN gl RM erage egal la cg meg std le lie Elin cn gn - De hg EE nel rah tet wy ie a Wises ak i Parana eee 
see aie, pee po ae oa SEL Reet ee Ge is BE ee a Md 2 One ae eee ed as Wee toe! Eh ee mn ek ee ae ee et ae ae 
Phage) eremmee  a ee Ae eer aie hs er eee ee eS oe iy a ey Ce Ba Rags 
Ne cs roe ap a aie ba mS ae a r teen ie ar see eee Re iy aes a ee a ie ee et Se " nae agape, ake Sale Wate | rn Maa y eed WS, mlho- ahaa ipa ae ered i okt ae a 
ee oe ahs aalane : wile Cease ve oY ip eRe Oe be eee ea, | 2a pare He een ies) ag Margie. PR Rien eam Nigilon. gins) = eer aris Reba ae Dee 2 0 alo 
oe ee ee | ee Te eg Ge Ee Pe eet eo eer se i Ba het ee Rania eR 2 z ‘Seep: Pe Lag en ome er Soi Wear Tole A: OP amma i) a8 Se Aa re eee A ee Sa iE ie ae oe ear 


cee me = a 


Requa Leaves Breast O’Chicken Tuna) ie ond Widanite proved 


to Head Sunkist Account at FC&B 


Smith Group's U.S. 
National Bank Follows 
Purr to Robinson Agency 


SAN Dirco, Aug. 2—The chain 
reaction of personnel and agency 
changes involving Breast O’ Chick- 
en Tuna and associated companies 
continued this week. 

The new developments: 


e Harold Requa, advertising man- 
ager for Breast O’ Chicken Tuna 
and Westgate California Tuna 
Packing Co. for 15 years, resigned 
to join Foote, Cone & Belding, Los 
Angeles, as account executive on 
the big Sunkist account. 

Just two weeks ago, Breast O’ 
Chicken switched its $1,000,000 ac- 
count from Foote, Cone to Guild, 
Bascom & Bonfigli, San Francisco. 


e James B. Lane, whose resigna- 
tion in May as president of West- 
gate and Breast O’ Chicken to be- 
come president of Barnes Chase 
Co., San Diego agency, first set 
off rumors of a switch in the ac- 
count, has now severed all connec- 
tions with Westgate and other C. 
Arnholt Smith enterprises. 


e The U.S. National Bank, also 
controlled by the Smith group, left 
the Armstrong Co., San Diego 
agency, and named as its agency 
the Elwood J. Robinson Co., Los 
Angeles. Only last week Robinson 
gained Westgate-California’s Purr 
pet food account, at the expense 
of Barnes Chase Co. U. S. National 
Bank, with headquarters in San 
Diego, operates a chain of branch 
banks throughout Southern Cal- 
ifornia. 


An investment group headed by 
Mr. Smith, president of the VU. S. 
National Bank, also controls the 
tuna companies, the San Diego 
Padres, Pacific Coast League base- 
ball club, and the U. S. Steel & 
Shipbuilding Co. of San Diego. 

When Mr. Lane resigned as 
president of the tuna companies to 
go with Barnes Chase, he an- 
nounced that he would remain as 
a director of the tuna companies 
and a director of the Padres and 
would function as a consultant to 
Westgate-California and Breast O’ 
Chicken. 


s George Dew, chairman of a five- 
member operating committee for 
the tuna companies, was asked to- 
day whether Mr. Lane participat- 
ed in the agency changes. 

“IT would rather have you ask 
that question of Jim Lane,” Mr. 
Dew replied. “He is a fine fellow; 
we are good friends. And I think 
he can best answer for himself.” 

Mr. Lane was out of the city to- 
day and could not be reached for 
comment, but another source in a 
position to know—but who de- 
clined identification—said Mr. 
Lane had resigned all of his posi- 
tions with the tuna companies and 
the baseball club. 


s Both Messrs. Dew and Requa 
denied that Mr. Requa’s resigna- 
tion to join Foote, Cone was con- 
nected in any way with shifting of 
the tuna account from Foote, Cone 
to GB&B. Mr. Requa said that the 
offer to him from FC&B came 
some time ago. 

Mr. Requa will replace Chester 
Hess, who wil become account ex- 
ecutive on Hughes products. Mr. 
Requa said he will work with the 
organization on its full line of 
products, including Sunkist oranges 
and lemons. 

“FC&B has acquired some good 
sized billing on the West Coast re- 


promised the tuna companies to re- 


,;main here until they can name a 
replacement, but hopes to join} 
FC&B around Aug. 15, and in any 
event no later than the end of Au- 
gust. 


# Mr. Dew said that the operating 
committee has considered about 
ten applicants for the advertising 
\job with the tuna companies and 
has narrowed the field to four. He 
predicted a decision “in about a 
week.” 

“We are going to make a change 
in the advertising and marketing 
end of the business,” Mr. Dew 
said. “Heretofore advertising and 
sales have been separate entities, 
Now we are going to combine the 
top job and select a vice-president 
in charge of advertising and mar- 
keting. 

“Then we will appoint an agen- 
cy contact man under him—a man 
who can do the liaison work with 
the advertising agency.” 

In discussing the change in 
agencies, Mr. Dew said: “We ac- 
cepted presentations from a num- 
ber of agencies on the Breast O’ 
Chicken account. We felt these 
people [GB&B] had lots of mer- 
chandising ability—particularly in 
the food field. That’s all they do. 


® “Don’t mistake, We liked Foote, 
Cone & Belding very much. They 
are delightful people. 

“It is simply that we felt GB&B 
could do a better job in our line of 
business. Maybe they can; maybe 
they can’t. That’s what we are go- 
ing to find out.” 

Mr. Dew said the tuna compa- 
nies and he, personally, were sorry 
to lose Mr. Requa. “Among other 
things, we are close personal 
friends and old golfing compan- 
ions,” said Mr. Dew. “It was sim- 
ply a case where Harold received 
a wonderful offer—more money 
than we could ever justify for this 
job.” 


® Mr. Dew said the only reason 
Purr was shifted to Barnes Chase 
Co. last year was “proximity— 
plus the fact that we know the 
people, and they do a good job. 

“Now we have been able to de- 
velop improved techniques of 
cleaning tuna fish, and we can 
achieve a considerably greater 
yield of pet food,” he explained. 

“The projected expansion into 
new marketing areas means that 
the location of the agency—San 
Diego, Los Angeles or San Fran- 
|cisco—no longer is a factor. We 
took a number of presentations. I} 
was a witness, and there were | 
some good ones. I know that the} 
shift from Barnes Chase Co., just | 
when Jim Lane went to Barnes, 
might make it look like the two 
events were connected. They are 
not. All of us here love Jim Lane 
like a brother.” # 


Floral Series Planned 

MGM-TV, New York, tv film 
producer-distributor, will produce 
a series of 13 quarter-hour color 
films for Houbigant perfumes to 
be shown in approximately 40 
markets next spring. The series, 
“How to Arrange Flowers,” is 
built around floral authority and 
artist, J. Gregory Conway. The 
series was created by Ellington & 
| Co., New York, 


Parker Joins Beech-Nut 
Beech-Nut Life Savers Inc., Port 

| Chester, N.Y., has named James D. 

Parker advertising manager of the 
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COINCIDENCE?—This ad for Kent 
cigarets hit about 60 newspapers 
in 16 markets just about the time 
Reader’s Digest’s August issue ap- 
peared with an article devoted 
largely to Kent’s new filter. 


Kent Statistics, 
‘Digest's’ Called 
Accidentally Alike 


New York, Aug. 2—P. Loril- 
lard Co. had uncanny luck with 
its Kent cigaret ads, which hit 
about 60 newspapers in 16 mar- 
kets just as the August issue of 
Reader’s Digest came out with a 
pat on the back for Kent in its 
second article on filter cigarets. 

The Kent ad proclaims it is “the 
one cigaret proved significantly 
superior to all other leading filter 
brands.” Proof in the ad, showing 
the relative amount of tars and 
nicotine a smoker gets from Kent 
as opposed to brands “A” through 
“G,” are based on Lorillard’s own 
tests. 

The Digest article gives reports 
of other laboratory tests on Kent, 
with results similar to Kent’s own 
findings. The article says the new 
Kent filters, which came on the 
market last month, are 23% more 
efficient than their previous filter. 


® Both Kent and Young & Rubi- 
cam, its agency, denied the recent 
ads were designed to allude to the 
Digest article. + 


Stauffer Appoints Lovgren; 
Steps Up Ad Program 

Stauffer Reducing Inc., Los An- 
geles, has appointed Kenneth C. 
Lovgren, former copy manager of 
Foote, Cone & 
Belding, Los An- 
geles, its adver- 
tising director. At 
the same time, 
the company has 
revealed plans to 
increase its ad- 
vertising pro- 
gram. 

Principal na- 
tional media for 
Stauffer Home 
Reducing Plan 
ads include Charm, Esquire, Glam- 
our, Good Housekeeping, Har- 


Kenneth C. Lovgren 


nal, Look, McCall’s, and The 
Saturday Evening Post, with in- 
sertions in most cases consisting of 
b&w bleed spreads. A stepped-up 
program of two and three-column 
ads will be run in some 40 news- 
papers in the Los Angeles, Chicago 
and New York metropolitan areas. 
Foote, Cone & Belding is the agen- 
cy. 


Dawson Joins Adams 


chewing gum and candy division, | 


coordinator of 


| Foods Corp. 


| ple. 


per’s Bazaar, Ladies’ Home Jour- | 


Joseph F. Dawson has been ap- 
pointed account supervisor of A. 
a new position. Formerly with|p. Adams Advertising, New York. 
cently, and I expect this involves} Young & Rubicam and Biow Co.,|Mr. Dawson was formerly assist- 
a shifting of some people,” Mr.| most recently Mr. Parker was tele-|ant manager of radio-tv opera- 
Requa said. He added he has) vision 


‘Nielsen Deepens 
Its Radio Coverage 


| Cuicaco, Aug. 2—A. C. Niel- 
sen Co. will expand its radio serv- 


|ice in September to give adver-| 


|tisers more information on the 
number of listeners they are 
| reaching. 

| Subscribers to the service will 
|receive the following information: 
| The number of unduplicated 
|homes reached in four weeks by 
itheir program; the number of 
|times these homes were reached 
and the total number of commer- 
|cial minutes delivered to these 
| homes; separate data for each ad- 
|vertiser sponsoring more than one 
program period, on a network by 
network basis. 

CBS and NBC have already sub- 
scribed to the service. ABC is 
almost surely out. Mutual is re- 
organizing and reportedly is as 
yet unsure. 


® Henry Rahmel, exec vp and 
general manager of WNielsen’s 
broadcast division, said the new 
service will give advertisers and 
their agencies more detailed in- 
formation on current buying pat- 
terns. Advertisers with more than 
one time slot will get a summary 
of their total listenership in terms 
of unduplicated homes. 

The service had been offered in 
the past on a special occasions 
but not on a regular basis. Reac- 
tion of agencies and advertisers 
to the new service has been uni- 
formly favorable, Mr. Rahmel 
said. + 


4 Radio Stations Drop 


West Coast Cutback 


Satt Lake City, Aug. 2—Lynn 
Meyer, president of the 61-station 
Intermountain Network, this week 
told AA that four of the Inter- 
mountain stations, which have 
been dual ABC and Mutual affili- 
ates, are leaving ABC. 

Meanwhile, despite widespread 
industry rumors, Robert E. East- 
man, president of ABC Radio, New 
York, denied that ABC is closing 
down its Pacific Coast network and 
cutting back to 60 markets nation- 
ally, with only four on the West 
Coast. He said there will be some 
changes in ABC’s Hollywood head- 
quarters office, with the staff be- 
ing cut down somewhat. 

Stations leaving ABC are KGEM, 
Boise; KLIX, Twin Falls, Ida.; 
KOPR, Butte, and KMON, Great 
Falls. Five more of the regional 
network’s stations are affiliated 
with ABC. 

Mr. Meyer said one of the rea- 
sons for the pullout is that too 
many hours are taken up by net- 
work programming at stations 
with dual affiliations. 


® These four stations, as well as 
48 others in the Intermountain 
chain, will continue with Mutual 
for the time being at least until 
they see what the new owners 
will do with MBS, it was indicated. 


| had been worried about the future 


jas Mutual’s business declined and | 


| the quality of its programs de- 


|ereased, but they are optimistic 


under the management of the Rob- 
erts group. + 


Paper Mate Markets New Pen 
Paper l4*.e Co., Chicago, will 
market its first pen priced below 
$1 since 1950 this fall. The new 
ball point pen, featuring a newly 


called the Paper Mate “ninety 
special 


| be available in August. 


ABC; Network Denies 


Mr. Meyer said some of the stations | 


about possibilities for improvement | 
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VERN COWPER, formerly with J. Wal- 

ter Thompson Co. and before that 

senior vp and director of Bates 

Fabrics, has joined the executive 

staff of Ellington & Co., New 
York. 


Senate Move Would 
Extend 2nd Class to 
Controlled Books 


WasHINGTON, D.C., Aug. 2—A 
rider on a minor bill approved by 
the Senate post office committee 
this week would extend second 
class mailing privileges to con- 
trolled circulation publications. 

Sen. Olin Johnson (D., S.C.), 
chairman of the Senate postal 
group, last January introduced a 
bill to extend second class rights 
to publications printed in imita- 
tion of typewriting, now barred 
from second class. Last week he 
re-introduced the bill with the 
addition of ten words which would 
also make second class available to 
controlled circulation business pa- 
| pers. 

On Tuesday of this week, the 
Senate group approved the revised 
version of the Johnson bill and 
tacked it onto still another bill— 
H.R. 7910—a measure already 
passed by the House and relating 
to handling of mail which carries 
insufficient postage or is undeliv- 
erable. Passage by the Senate and 
approval by the House of the rid- 
er to the bill the House has al- 
ready passed would send the bill 
|to the President’s desk. 


® The Johnson measure (S. 2615), 
which has been added to the House 
bill, is titled, “A bill to further 
amend section 14 of the Act of 
March 3, 1879, as amended, to per- 
mit publications printed in imita- 
tion of typewriting to be accepted 
as second class matter, and for 
other purposes.” 

It provides: 

“That (a) the proviso to the 
third clause of Section 14 of the 
Act of March 3, 1879 ...is amend- 
ed by striking out the words ‘or in 
imitation of typewriting.’ 

“(b) The fourth clause of such 
section is amended by inserting 
before the period at the end of the 
first sentence thereof the follow- 
ing: 

“*Except as provided by the Act 
of July 3, 1948.” 

It is the latter which would per- 

mit controlled circulation publica- 
| tions, as well as those “in imitation 
of typewriting,” to have second 
class entry. 
Almost exactly a year ago, on 
| the final day of the legislative ses- 
sion, a rider to a government in- 
stitution for the deaf carried a sim- 
ilar proviso for extending second 
class to controlled circulation pub- 
lications. Its passage was 
blocked. + 


Transtilm Opens Office 
Transfilm, New York, television 
}and commercial film producer, has 


developed retractor mechanism, is|set up a midwestern division with 


\offices at The Carlton House, 


jeight” and will retail at 98¢. No| Pittsburgh. Ralph Maitland, for- 
advertising promotion is|merly with Wilding Picture Pro- 
General |tions of Dancer-Fitzgerald-Sam- | planned for the pen, which will|ductions, has been named man- 


| ager of the new division. 
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Now more than 900,000 


net paid circulation .. . a market 
not duplicated by any other magazine in the field 


For more specific information on how ““U.S.News & World 
Report” covers your particular market, contact your ad- 
vertising agency or our advertising offices at 45 Rockefeller 
Plaza, New York 20, N.Y. Other advertising offices in 
Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington, 
and London. 
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AGAIN AND AGAIN, that’s what appreciative 
readers say to us about “U.S.News & WorLp Report.” 


We hear it from businessmen and their wives. 
We hear it from professional men and their wives. 
We hear it from editors and Government leaders. 


We hear it from people in every field who want 
authoritative information they can use and act on. 


They say of “U.S.News & WorLp REporT”’: 
“It’s my bible.” 
“T wouldn’t be without it.” 


“If I were to take only one magazine, I would 
take ‘U.S.News & WorLD REport’.”’ 


It’s this personal “‘edited-just-for-me”’ feeling 

that makes “‘U.S.News & WorxLD REporT”’ such an 
intimate part of the business and personal life of 

its subscribers and readers. To these people, 

the news is no passing show. To them, the essential 
news is an important part of every business 

conference and every family discussion. It is news they 
put to work for them, news they do something about. 


The circulation of “U.S.NEws & WorLD REpPoRT”’ 

is now more than 900,000. Three out of four subscribers 
hold responsible, high-income managerial jobs in 
business, industry, finance, government and the 
professions. Here, in one audience, are almost 

a million of the important people doing the most 
important buying in the world today. 


Right now, these important people can be covered 
at lowest per-thousand costs in the field. 

Right now, ‘““U.S.News & WorLp REpor?’’ is the 
outstanding dollar value for the advertiser who 

is really looking for concentrated coverage of 

the people and families most important 

to his sales, his growth, his profits. 
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The Editorial Viewpoint... 


Advertising and Trial Juries 


Oakleigh R. French, St. Louis agency head, has sent us a clipping 
from the July 21 issue of the St. Louis Post-Dispatch that raises a 
problem of interest to all advertising men and to the public at large. 

The editorial deals with the acquittal by a jury in Washington of 
James R. Hoffa, the teamster official charged with hiring a lawyer to 
spy on the Senate rackets investigating committee, and raises the 
question of the propriety of advertising carried in the Baltimore 
Afro-American “to plead Mr. Hoffa’s case while his trial was going 
on in Washington.” 

“According to a dispatch by Clark Mollenhoff in the Des Moines 
Register of July 10,” the editorial says, “the Hoffa jury was ordered 
isolated from public contacts after Judge Burnita S. Matthews learned 
what was appearing in the Afro-American. The July 6 issue of that 
newspaper, Mr, Mollenhoff reported, contained a full-page advertise- 
ment lauding Hoffa, picturing him as both a valiant friend of Negro 
labor and the victim of cloak and dagger tactics... 

“It is of course impossible to say whether members of the jury, 
which included eight Negroes, were influenced by this sympathetic 
presentation in behalf of Mr. Hoffa. But it seems obvious that some- 
body certainly did his best to influence the verdict outside the court- 
room.” 

In sending this editorial along, Mr. French says he thinks there is 
an interesting advertising story behind it. He recalls (and AA’s files 
bear him out) that American Automobile Insurance Co. of St. Louis 
got into difficulties because of advertising it was running some years 
ago, pointing out that one of the main reasons for high rates on auto- 
mobile insurance was the unreasonable awards being made by juries. 

The events Mr. French recalls took place in May, 1953, A judge in 
Kingsport, Tenn., declared mistrials in four auto damage cases being 
tried in his court when two jurors said they had seen one of the in- 
surance ads in the jocal newspaper. And the same week, a Philadel- 
phia law firm filed a federal court suit asking that the insurance 
company be held in contempt of court for similar advertising appear- 
ing in national magazines. Such ads, the law firm insisted, constitute 
jury tampering. 

“Now,” says Mr. French, “if the teamsters union can do the same 
thing and get by with it, without even a slap on the wrist, it’s a pretty 
sad state of affairs.” 

We agree wholeheartedly. And we add that this is the kind of mis- 
use of advertising which can lead to the most severe restrictions on 
the use of this potent economic force. Advertising people—advertis- 
ers, agencies and media alike—have an obligation to see to it that 
advertising is not subjected to further regulation or harassment 
because it is improperly used in such fashion, 


Devil Take the Other Guy 


We have commented before on the fact that the recent controversy 
over advertising on federally-assisted roads, particularly toll roads 
and throughways, has given other advertising media a chance to 
crack down heavily on outdoor advertising—a chance which certain 
media, notably newspapers, have seized with obvious delight, And 


—Betty A. Liddle, Koehl, Landis & Landan Inc., New York. 
“He’s taking so many Miltowns we’re changing the address to 
Medicine Ave.” 
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we have tried to point out that this is childish and maybe worse. Yet 
it continues apace. 

Let’s make it clear at the outset that we do not believe that our 
superhighways should be allowed to become “billboard alleys.” We 
don’t even believe that responsible outdoor advertising people would 
want them unregulated in the public interest. Nor do we believe that. 
a newspaper or anyone else should be prohibited from stating a point 
of view editorially, no matter what that point of view may be. 

Yet there seems to us to be a difference between stating a point of 
view and trampling on the whole advertising business in the process. 
One New England newspaper, for example, recently ran an editorial 
headed “Highway Hucksterism,” in which it talked about “the bill- 
boards which urge him to buy products he doesn’t need” and the 
“flat ugly acreage of billboard advertisements which demand that 
they buy Bilko’s Pills or stay at the Sagging Springs Motel.” 

There are ads in newspapers, too, “which demand that they buy 
Bilko’s Pills or stay at the Sagging Springs Motel,” and there seems 
little point in running down the whole advertising business just to 
suggest that outdoor advertising be regulated—or even banned— 
from the nation’s highways. 

Which reminds us, also, to report that we are now sick unto death 
of the Kiplinger letter subscription solicitation which talks inanely 
about the very successful, very prosperous business man who at the 
same time was such an idiot that he never had time to do anything 
but work because he spent all the rest of the time reading... “trade 
papers, financial papers, business papers, news magazines, big mag- 
azines, little magazines, etc.” 


Now he has chucked “all of the editorial gobbledegook” and the 


Advertising Age, August 5, 1957 


Rough Proofs 


Rep. Blatnik, who has been con- 
ducting congressional hearings on 
cigaret advertising claims, says 
he’s been so impressed with medi- 
cal evidence against smoking that 
he’s cutting down from two packs 
of cigarets a day to one. 
He’s really bearing down. 


“Your taste can’t tell the filter’s 
there,” says Hit Parade, and that 
seems to be the basis for some of 
the unkind things cigaret critics in 
Washington are saying about it. 


The latest chapter in the Florida 
battle of the bumpers has coffee 
men reminding the citrus industry 
of the big consumption of its prod- 
ucts in Latin America. 

How about agreeing to sweeten 
the coffee with a little orange 
juice? 


The Assn, of National Advertis- 
ers has organized a committee of 
business publishers to study im- 
provements in the field, including 
“fostering circulation audits of 
business papers.” 

Buyers of advertising have tra- 
ditionally wielded a very effective 
method of fostering all types of 
media. 


Confectioners are thinking about 
increasing the price of the 5¢ can- 
dy bar to 10¢. 

Pretty soon about the only thing 
you will be able to buy for a nickel 
will be a package of Wrigley’s 
Spearmint. 


“Sensational news for dog lov- 
ers!” promises Sergeant’s. “See 
fleas drop off within minutes!” 

Not only sensational, but highly 
edifying as well. 

« 

Allstate talks about “the horse- 

and-buggy selling methods dear to 


the insurance business.” 
But even the great Sears catalog 


“millions of words written by writers who have to fill up space, but 
really don’t have anything to say.”” He spends a mere 15 minutes a 
week reading the gospel as expounded by Kiplinger—“combined 
with the daily paper” (presumably for the crime and sports news?) 
and he knows all, understands all, and has “hours and hours of lei- 
sure time left over.” 

Simple, isn’t it, IF true! 


a a of 


What They're Saying... 


One TV World continental link-up, our American 
The question most frequently ‘networks can tie into Eurovision, 

asked me by European tv officials | the television network now joining 

was: “When will we have a live | together the free nations of Eu- 

link-up with the American contin- |Tope. Programs such as “Wide 

ent?” There is a real eagerness for |Wide World” will then become 

this—not because the European | truly intercontinental. 

countries want an Americanized Prine Bete ony Neggrnpag de 

service, which they don’t, but be- porting on a four-week European trip. 

cause they see an electronic tie to 

us as a een of generating new | 5!ong Attachment 

interest in new programming, and| ! doubt if any attachment is 

of generally expanding the scope | Stronger between a human and an 

and importance of their service. I inanimate object than the attach- 

ventured some fingers-crossed pre- |™Ment between a reader and his 

dictions of about five years. Maybe | favorite magazine. 

I was overly optimistic, but I want 

it as badly as they do. 
When we do have such an inter- | 


chairman, 


America. 


—John P. Cunningham, president and 
Cunningham & Walsh, 
speaking at the annual convention label it a “rumor.” 
of the Advertising Federation ” 


|got its start in the horse-and- 
| buggy days. 
= 

“Is there an art director,” asks a 
classified advertiser, “who believes 
a great creative team is more prec- 
ious than rubies, and who consid- 
ers personal stardom a symptom 
for psychiatrists?” 

Frankly, no. 


This must really be the aviation 
age, and Nucoa is doing its best to 
| prove it by building an advertising 
campaign around a New York 


| demonstration of sky writing. 


James B. Beam Distilling Co. has 
found in its fruit-flavored vodka 
the best functional reason thus far 
developed for the use of two-color 
newspaper ads, 


The preferred technique for a 
publisher who wants to lie about a 
competitor is to print the lie and 
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SPEAKING OF 


COVERAGE... 
one issue of seventeen reaches 


more Young Women Under 20° 
than any other leading Women’s magazine! 


If you want to sell America’s Young Women Under 20—with their boundless 
needs and annual income of over $4 billion—sell them in SEVENTEEN! It’s the 
? biggest magazine value your advertising dollars can buy. 

. In a single issue, SEVENTEEN reaches nearly 3 times as many of these Young 
* Women as the Ladies’ Home Journal or McCall’s...nearly 312 times as many as 
; Mademoiselle ...and more than 5 times as many as Glamour or Charm. In fact, 
in just 3 issues, SEVENTEEN reaches 75% of ALL the Young Women Under 
20 in America.** 

Alert advertisers are cashing in on SEVENTEEN’s complete domination of 
the rich, responsive Under-20 market. And they’re getting results that prove 
it’s good business...41.8% of ALL teen-age girls in the U. S. have actually 
purchased merchandise they saw advertised in SEVENTEEN.** 

Because of the phenomenal growth of the Under-20 age-group, this market is 
bigger and more important than ever. Join the growing list of ‘blue chip’ 
advertisers who are selling in SEVENTEEN now. 


*13 through 19 years old 
**Gilbert Youth Research _ 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. ¥.22 PLaza 9-6100 
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All over Americ 


lowa Farmer Fred Bruene, shown with son Dick, was the subject 
of a LIFE article. Mr. Bruene comments, “I can honestly say it has 
been a wonderful experience being in LIFE. I received letters 
from all over, many from friends I hadn’t seen in years. It seems 
that when you're in LIFE, people think you’re an expert on every- 


thing: how to best plow, how to set up records, how to spay heifers, 
how to crossbreed hogs. One letter came from Spain and was writ- 
ten in Spanish. A man in Uruguay wrote me in German. But per- 
haps the nicest thing that happened to me was when my old school, 
Morningside College, conferred upon me an honorary degree.” 
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people respo 


OWEVER you measure LIFE—the quality of 
H its editorial content, the excitement of 
its advertising pages, its power to move 
merchandise at the point of sale—one fact 
emerges: people respond to LIFE. 


Here you will find stories that testify to 
this response... to the fact that exciting 
things happen and keep on happening — 
whenever an individual, a business, or a 
product appears in LIFE. 


9.2. =" 


—_— eee tare az... 
Philadelphia embarked on a dynamic new recreation program 
and LIFE covered the project in an article. Says Robert W. 
Crawford, Recreation Commissioner, “‘LIFE’s story showing 
one of our playgrounds sparked similar programs elsewhere, 
brought hundreds of requests for more information.” 


bi eta CRNA se anal saa pe BBE 5 seater 


Almost 2,000,000 copies of these books, published by LIF 

some of its major editorial series, have been sold at prices from $7.95 to as high 
as $15.50 a copy .. . 1. ““LIFE’s Picture History of World War II” —645,000 
copies sold since publication in 1950. 2. “The World We Live In” — 610,000 
copies sold since 1955. 3. ‘““The World’s Great Religions’ — over 450,000 copies 
sold since March 1957. 4. “LIFE’s Picture History of Western Man’ —188,000 
copies sold since 1951. 


Tulsa’s famous International Petroleum Exposition appeared 
in a LIFE article. W. B. Way, General Manager of the event, 
says, “‘After the LIFE story; we had requests from all over 
the world for space at the next Exposition.” 


aH . ee es, _ 

Los Angeles homebuilder Willard Woodrow, Chairman of The Aldon 
Construction Company of Los Angeles, featured products advertised 
in LIFE as an aid to volume selling of 2,000 quality homes. Says 
Woodrow, ““The campaign has paid off from the start. 10,000 people 
came to our Grand Opening. Within a week, the first section of 120 
homes sold out for gross sales of $2,000,000,” 


is read by 
12,000,000 households 
every week 
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Of all glls Magazine 

households surveyed, 43.3% 
reported spending more than $200 
on vacation travel during 12 
months. This is exceeded by 

only 3 of the 54 magazines 
appearing in the report. 


1,180,296 Elks comprise a mass market with 

class income the median of which is $6,050. The 
Starch 51st Consumer Magazine Report gives the complete 
picture. Just write or phone to see a copy. 


MAGAZINE 


. New York + Chicago « Los Angeles - Portland, Ore. 


‘ 


Kaiser Forms Divisions; 
Reassigns Ad Execs 

Kaiser Aluminum & Chemical 
Corp., Oakland, has divided its 
aluminum operations into five ma- 
jor divisions, each under a gen- 
eral manager. Among the execu- 
tives reassigned in the move are 
Jack W. Watson, who has been 
promoted from director of public 
relations and advertising to gen- 
eral sales manager in Chicago, 
succeeding John E. Menz, now 
general sales manager of the in- 
dustrial division. The other divi- 
sions and their general managers 
are metals division, Stanley B. 
White; electrical conductor divi- 
sion, J. T. Dugall; products divi- 
sion, Howard C. Holmes, and over- 
seas division, Ray G. Boyd. 

Kaiser also has named Edward 
L. McDonald, formerly assistant 
ad manager, manager of products 
division advertising, and Arthur 
P. Wandtke Jr., formerly consum- 
er product ad manager, consumer 
foils merchandising manager, a 
new post. Gene Robertson has 
been named supervisor of con- 
sumer foil advertising. 


Two Join ‘Argosy’ 

Jack O’Brien, former managing 
editor of the Greenwich Life, has 
joined Argosy, New York, as pro- 
motion manager and public rela- 
tions director. Malcolm B. Crof- 
ford, with True the last three 
years, has rejoined the Chicago 
sales staff of Argosy. 


Mogul Names Colman 

Henry Colman, formerly direc- 
tor of television program develop- 
ment for the Theater Guild, has 
been named director of radio and 
television of Emil Mogul Co., New 
York. He succeeds Nat B. Eisen- 
berg, who has resigned. 


37.5 70 ALL RETAIL SALES 


...in Mississippi are made in the area where the 
CLARION LEDGER and... JACKSON DAILY NEWS 
reach from 10% to 90% of all homes” 


* 
22.5% of all sales were made where from 20% to 90% 


of homes are reached daily! 


Advertising Age, August 5, 1957 


Getting Personal 


Merrill C. Meigs, vp of Hearst Corp., Chicago, was the subject of a 
feature article in the Chicago American’s “Pictorial Living Maga- 
zine,” in which his pioneering in commercial aviation was de- 
scribed. He recently flew over the route from Chicago to San Fran- 
cisco in a United Air Lines plane, traversing the route he followed 
in 1927 on the first commercial airlines trip run by Boeing Air 
Transport Inc., a United predecessor ... 

E. J. Baker Sr., founder of Farm Implement News, Chicago, at- 
tended the celebration of the 75th anniversary of the publication 
July 22. He is in excellent health, although now 95 years old. His 
son, E, J. Baker Jr., is publisher of the trade journal... 


Proud Feemster 
PARTING GIFT—Elon G. Borton, who retired July 12 as president and 
general manager of the Advertising Federation of America; C. 
James Proud, his successor; and Robert M. Feemster, executive com- 
mittee chairman of the Wall Street Journal and Dow Jones & Co., 
and chairman of AFA, examine set of matched golf clubs presented 
to Mr. Borton by the AFA staff at a farewell luncheon at the Ad- 
vertising Club of New York. Mr. Borton, who has headed AFA 
since 1945, will live in Chapel Hill, N. C., where he will divide 
his time between gardening, golf and writing. Some of the latter is 

scheduled to appear in ADVERTISING AGE. 


G. Frank Sweet, head of G. F. Sweet & Co., Hartford agency, took 
to greasepaint for a two-week engagement as the psychiatrist in 
“Lady in the Dark” at the Oval-in-the-Grove Playhouse, Farming- 
ton, Conn... 

Arthur A. Wetzel, president of Wetzel Brothers Inc., Milwaukee 
printing and lithographing firm, has been elected a vp of the Greater 
Milwaukee Committee, an organization of Milwaukee’s top business 
and industry leaders promoting civic betterment there... 


TWO-TOPPERS—Shell Oil Co.’s “Two-Top” tv commercials apparently 
have had some effect on Shell newscaster Hank Thornley of KBET- 
TV, Sacramento. He became the father of twin boys on June 25. The 
following day, Hank’s program carried a filmed “interview” with- 
his sons (nicknamed “Chuck & Charlie” in behalf of the sponsor), 
managing of course to work them into a commercial. 


Mrs. Deirdre O'Meara Grady, daughter of Walter O’Meara (ad 
consultant and novelist) and Mrs. O’Meara, was married July 20 to 
Henry Bauer Humphrey of Cunningham & Walsh, New York, at the 
Danbury, Conn., home of her parents, The bride is with McCon- 
nachie Productions, New York... 

Frank Risley, general manager of Reach, McClinton’s Newark 
shop, is at home in Smoke Rise, N. J., recuperating from an opera- 
tion performed in early July. Back at work in the agency’s New 
York office is office manager Rose Italia, hale and hearty after an 
operation, also early in July... 

Margaret A. Coe, account exec at Griswold-Eshleman Co., Cleve- 
land, returns Aug. 18 from a month’s tour of Europe with a group 
of food and fashion writers. The tour, planned by Theta Sigma Phi, 
professional sorority for women in journalism, includes Moscow, 
Leningrad, Helsinki and Warsaw as well as Berlin, Paris, London 
and Dublin... 
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THE CHEMICAL ENGINEER IS AN ACROBAT 


... he, too, performs easily his many difficult 
tasks . . . processing, maintenance, design, re- 
search, construction, development, manage- 
ment... your most powerful sales support in 


the CPI*. 


At any given moment the chemical engineer may 
be hard to catch hold of, so varied are his func- 
tions in the *Chemical Process Industries. He may 
be a Construction Engineer building a huge new 
process plant; a Plant Manager for a fine chemi- 
cals firm. Or he may be an Operations Analysis 
Engineer, or a Design Engineer . . . 


Whatever his position, from research to marketing, 
never forget these three vital facts about him: 


1. All CPI buying begins with him. No new 
equipment materials or supplies get into the 
plant except at his instigation. 


2. He recommends and specifies at every stage 
in the buying procedure. 


3. His primary source of product information 
and of brand preference has always been 
CHEMICAL ENGINEERING — the 3 to 1 choice 
among chemical engineers in all functions. 


For more than 50 years CHEMICAL ENGINEERING 
has been the primary sales entry to the spiraling 
CPI market. Most of today’s major companies grew 
up in its pages. You, too, will expand your CPI 
franchise when you talk to the industry’s all- 
powerful buying influence through his own per- 
sonal magazine—CHEMICAL ENGINEERING. 


THE CHEMICAL ENGINEER IN MANAGEMENT 

L. A. Roe, Manager of Process Engineer- 
ing for International Minerals & Chemi- 
» cal Corporation has an important vote in 
raw material and equipment selection. 
He tells us, “I can’t afford to omit 
CHEMICAL ENGINEERING from my basic in- 
formational reading program.” 


THE CHEMICAL ENGINEER IN DEVELOPMENT 

Joseph Bocchiaro is a chemical engineer 
with Bethlehem Steel. He writes, “By 
keeping me informed on chemical engi- 
neering technology in all industries, 
CHEMICAL ENGINEERING helps me function 
more intelligently in the steel industry.” 


ra 


THE CHEMICAL ENGINEER IN PROCESS ENGINEERING 

John Cancelarich, Process Engineer with 
American Cyanamid reports, “I consider 
CHEMICAL ENGINEERING the first and best 
of all the technical magazines in my field. 
It gives me all the information I need to 
make buying decisions intelligently.” 


CHEMICAL ENGINEERING ... # sell the engineer, whatever his function 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 W. 42nd STREET, NEW YORK 36, N. Y. 
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This Important Indiana Market Is Covered Only by the 


JOURNAL *"*COURIER 


Member of Federated Publications 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


_ Andiana's Best 
Balanced Market 


“One of the Nation’s Important Trading Centers” 


JAMES R. PRICE, President 
NATIONAL HOMES CORPORATION 
America’s Largest Manufacturer of Homes 


“Enterprising and prosperous, Lafayette is one of the nation’s important 
trading centers. There are substantial payrolls from its industries, which 
have a desirable diversity and tremendous growth potential. Add to this 
the buying power that comes from some of the nation’s richest farm lands. 
The result is the best market any product could have.” 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


‘Index-Journal’ Changes Hands 
R. Frank Mundy, J. E. Chaffin 
and W. W. Wilson, executives of 
the Index-Journal, Greenwood, 
S.C., have obtained control of the 
newspaper from Louise and Mar- 
garet Watson, heirs of the late 
H. L. Watson, long-time editor 
and publisher of the newspaper. 
Mr. Mundy was named president 
of the company, Mr. Chaffin, vp, 
and Mr. Wilson, secretary-treas- 
urer. The Misses Watson will re- 
main as news staff members. 


Snyder Joins Bridges-Sharp 
E. Clifford (Bud) Snyder has 
been appointed director of indus- 


tions of Bridges-Sharp Associates, 
Dayton, O., effective Aug. 1. Mr. 
Snyder formerly was manager of 
the Dayton Area Chamber of Com- 
merce’s public relations depart- 
ment. 


trial advertising and public rela-| 


$ 
IN THE BIG 


BILLION OREGON MARKET* 


Largest Circulation 

in the Pacific Northwest 
232,338 Daily 
296,204 Sunday 


Advertising Age, August 5, 1957 


Newsprint Supply 
Holds Strong Lead 
Over Consumption 


New York, July 30—Newsprint 
production continues to maintain 
its lead over consumption. Dur- 
ing the first half of this year pro- 
duction ran 833,923 tons ahead of 
consumption. 

Newsprint Service Bureau re- 
ports that the record 965,416 tons 
of newsprint turned out by U. S. 
mills through the end of June this 
year was 117,250 tons or 13.8% 
greater than in the first half of 
1956. Output in Canada of 3,311,- 
586 tons also was a new high and 
was 115,427 tons or 3.6% above 
the first half of 1956. Thus, the 
continental production of 4,277,- 
002 tons represented an increase 
for the period of 232,677 tons or 
5.8%. 

North American manufacturers’ 
stocks on June 30, 1957, aggre- 
gated 211,435 tons compared with 
139,292 tons at the end of June, 
1956. 


s American Newspaper Publish- 
ers Assn., reporting on newsprint 
consumption, says that during the 
first six months of 1957 member 
newspapers used 2,600,280 tons, 
an increase of .2% over the cor- 
responding period of 1956 and an 
increase of 4.1% over the corre- 
sponding period of 1955. For the 
first half, total estimated U. S. 
newsprint consumption, ANPA 
reports, was 3,444,079 tons com- 
pared with 3,436,228 for the same 
period of 1956. 

Hence, with production at 4,- 
277,002 tons and consumption at 
3,444,079 tons for the first half, 
the newsprint industry enters the 
second half with a surplus of 833,- 
923 tons. A year ago the surplus 
was 608,037 tons. 

At the end of June stocks of 
newsprint on hand amounted to 
41 days’ supply and 7 days’ supply 
in transit, ANPA reports, com- 
pared with 27 days’ supply on 
hand and 8 days’ supply in transit 
at the end of June, 1956. # 


Cousins Named PR Head 

Howard L. Cousins Jr. has been 
named director of public relations 
of the Bangor & Aroostook Rail- 
road, Bangor, Me. Mr. Cousins 
has been with the company since 
1953. He will continue as assistant 
to the president. 


TOTAL DAILY CIRCULATION 
... with circulation LEADERSHIP D1 | 2 4 oo ot Se 


City Zone Lead 10,108 
City & RTZ Lead 19, 253 


... with advertising LEADERSHIP 8 1 9 6 11 3 LINES (Year 1956) 


Retail Lead 2,607,104 li. 
General Lead 1,568,879 li. 
Classified Lead 4,020,730 li. 


SOURCES: ABC Publishers’ Statements for 6 months 
ending March 31, 1957; Media Records toto! 
advertising, less legal, AW, TW and Comics, 1956; 
Annual Report, Portland, 1956. 


*Oregon and 7 Counties of Southwest Washington. 


GEE] vu try that 


baking powder!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 


1957 
PULITZER PRIZE 


HEYWOOD BROUN 
AWARD 


SIGMA DELTA CHi 
AWARD 


He Oregonian 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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AVY Seagram's 


QS and be Sure 
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Advertised OUTDOORS...Enjoyed INNDOO 


...1n Seagram’s major markets 


Mr. DouglasS. Clark, Advertising Man- 
ager for Seagram-Distillers Company, 
says: 

“At Seagram’s, we never spend a dol- 
lar for a medium that hasn’t proved 
itself—to us! Outdoor works—and 
General Outdoor Advertising gives us 
good outdoor results. 

“Take Chicago, for example. It is 
one of Seagram’s biggest markets—and 
outdoor plays a big part in it. In the 
Windy City we use three types of out- 
door. 24-sheet posters give us city-wide 


coverage. Painted-rotary displays give 
us flexibility. (They can be moved from 
location to location.) Our ‘spectacular’ 
gives us maximum visual impact and 
helps us maintain our prestige image. 

“You might say that more Seagram’s 
is enjoyed indoors because it’s adver- 
tised outdoors.” 

What can outdoor do for your prod- 
ucts? Why not call your local GOA 
office or have your secretary drop us a 
line in Chicago. We’ll get all the facts 
to you faster than you can say GOA! 
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Spor'ngGoods 
Cor panies Face — 
A.\i-Trust Probe 


‘cago, July 30—Alleged viola- | 

of anti-trust laws by the 

©-ting goods industry will be in- 

vestigated here in the near future 
by a federal grand jury. 

A government spokesman told 

AA that a number of subpoenas 


sponding period 


uave already been issued but he 
declined to say who received them. | 
Companies which reportedly are) 
being investigated are Wilson 
Sporting Goods Co., Chicago, and 
A. G. Spalding & Bros. Inc., Chico- 
pee, Mass., the “Big Two” in the 
industry. 

Two years ago, Spalding ranked 
second in sales behind Wilson, but 
greatly increased its position that 
year with purchase of Rawlings 
Mfg. Co., St, Louis, the fourth 
largest company in the field (AA, 
Nov. 21, 55). Spalding sales last 
year hit $38,442,675, which report- 
edly still placed the company be- 
hind Wilson, although Wilson fig- 


ures are not published. 
| 
® A Wilson spokesman told AA | 
that the company had received a | 
subpoena to bring in its books and | 
records. “We understand that the | 
Department of Justice is investi-| 
gating the entire sporting goods | 
industry,” he said. “Wilson is sat- | 
isfied that it has violated no law.” 
In Chicopee, Mass., E. L. Parker, 
exec vp of Spalding, told AA that 
the company’s records have been 
subpoenaed, but he declined com- 
ment on the investigation. He said 
he understood, however, that about 
80 different companies have been 
subpoenaed, # 


Harold Siesel Adds One 

Valley Upholstery Co. New 
York, manufacturer of modern 
furniture, has named Harold J. 
Siesel Co., New York, to handle 
its advertising. Jamian Advertis- 
ing is the previous agency. 


Scranton Adclub Elects 

William M. Donovan Jr., mar- 
ket research director of Interna- 
tional Correspondence Schools, has 
been elected president of the 
Scranton Advertising & Sales 
Club. 


NEVADA 


Bigger than they look, lots bigger! Nevada's 
two major market centers mean far more 
in sales than population alone would lead 
you to believe. Here are the rankings: 


LAS VEGAS RENO 
(Clark Co.) (Washoe Co.) 
Population 
Spendable Income 
Retail Sales, Total 
Food Sales 
Drug Sales 
Gen’! Merchandise ....168 
Home Furn’gs 
Automotive 
Filling Stations 
Source: SRDS, May 1957 


Mighty important when setting advertising 
budgets for these basic Nevada advertising 
media! 


 REVIEW-JOURNAL @ KORK-AM 
KLRJ-TV from 


KOLO.TV @ KOL 


TIMES 


| 
| 


ELY| 


DuMont Reports Net Up 

DuMont’ Broadcasting Corp., 
New York, has reported a net 
income of $65,234 for the 26 
weeks ended June 29 after de- 
preciation and amortization of 
$227,446. This compares with a 
loss of $330,164 for the corre- 
in 1956 after 
depreciation and amortization of 
$191,236. The °57 figure includes 
the June income from WNEW, 
New York independent radio sta- 
tion, which now is DuMont owned. 


Net income for WNEW Broadcast- 
ing Inc., WNEW’s former operator, 
from Nov. 1, 1956, to May 31, 1957, 
the date of its liquidation, was 
$576,500 after depreciation and be- 
fore taxes, DuMont reported. 


Siegel Named ABC Station 
Coordinator in AB-PT Moves 
Simon B. Siegel, treasurer of 
American Broadcasting Co., New 
York, and its parent company, 
American Broadcasting-Para- 
mount Theaters, has been named 


to act as coordinator between 
ABC Television and the network’s 
five owned stations. He will serve 
as a liaison between the station 
managers and the network. Mr. 
Siegel will retain the treasurer’s 
post in addition to his new as- 
signment. 

Meanwhile, Herbert B. Lazarus, 


vp and general counsel of AB-PT, 
was named to succeed Robert H. | 
O’Brien as secretary of AB-PT.| 
Mr. O’Brien resigned as AB-PT 
financial vp and secretary to join 
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Loew’s Inc. as vp and treasurer. 
Mr. O’Brien replaces Charles C. 
Moskowitz, who is retiring. 


Detroit Art Directors Elect 

Warren Kemp, J. Walter 
Thompson Co., has been elected 
president of the Detroit Art Di- 
rectors Club. Other officers are 
Harry Breitmeyer, Florez Inc., 1st 
vp; Chuck Dickenson, MacManus, 
John & Adams, secretary, and Jim 
Trumbo, Campbell-Ewald Co., 
treasurer. 


Now—a Totally New Appraisal of 


Newspaper A dvertising Power 


A QUALITATIVE EVALUATION 
of the Sales Dynamics of 


NEWSPAPER ROP COLOR 


Now being readied for immediate distribution is the huge 
Master Report of The Milwaukee Journal Study 
in Newspaper COLOROPTICS. 


. In addition to providing comprehensive data on readership of 
ROP color ys. black and white advertising, this study, 

in scope, range and volume goes far beyond anything before 
attempted. Answers to a score of important questions are 
provided from 3,600 interviews: How well was the ad read? 
How well remembered five days after publication? What was 
the response? Reader reaction? Impressions? 


Most important, matched data covering 24 split run tests 
measures the response for color ads and black and white 
counterparis in the most extensive compilation of ROP color 
comparative facts and figures ever assembled. 


. THE MILWAUKEE JOURNAL 
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RAB Stockpiles 
Promotion Material 
for Next Six Months 


New York, July 30—Radio Ad- 
vertising Bureau doesn’t mind tip- 
ping off its competition to its fu- 
ture battle strategy. 

After the group’s semi-annual 
meeting, Kevin Sweeney, president 
of RAB, announced that member 
stations and networks will be pro- 


vided with the following ammuni- 
tion during the last six months of 
the current fiscal year: 

1. Two new “last word” studies 
covering the home appliance and 
gasoline industries. These presen- 
tations will detail the media habits 
of customers of these two indus- 
tries. 

2. Two new strip films aimed at 
representatives of national food 
and drug accounts. 


3. Two new marketing presenta- 


|tions to sell sponsor: 


on using ra- 


tly to members, who use the mate- 


dio to reach the Negro market and rial as they see fit in their own 


the farm market. 


4. A pitch for nigh ‘time radio. 
1m” brochure | 


5. A “pick a prog 
setting forth the re: 
advertiser should be r« 
radio as a program s| 

6. A 1957 football s' 

7. A new product 
directory covering fa 
ures on 100 items. 


ons why an| 
presented in 
ynsor, 


ly, 


formation | 
and fig-| 


sales contact with potential adver- 
tisers. + 


Five Join Ad League 

Five New England agencies have 
been elected to membership in the 
League of Advertising Agencies, 
New York. They are Copley Ad- 
vertising, Sackel Co., Arnold & 
Co., all Boston; Fern & Associates, 
Providence, and Lyons Advertis- 


All this information goes direc- ing, North Attleboro, Mass, 


The Master Report of COLOROPTICS contains 10 sections; more than 100 newspaper 
tear pages of the ads surveyed, just as they appeared in The Journal, and 136 charts and 
graphs visually presenting the data for quick comparisons. Included in the survey were: 
25 full color ads, two 2-color and black ads, 28 one-color and black ads, 16 editorial full 


color pages, 24 split run tests. 


Included in the Master Report are data on consumer retention. reaction, response and an 
important section on sales results. It's a fact-filled, practical » ork book and reference fle 
for advertisers and agencies looking for ways to make more «ffective use of newspaper 
ROP color, After initial distribution to advertisers and Journ.|s ROP color service sub- 
scribers, additional copies will be available from The Mifwaukce Journal! at $17.50 each. 


Schmick Heads New ANPA 
|Committee on Advertising 
William F. Schmick Sr. of the 
Baltimore Sun has been named 
chairman of a 25-man committee 
on advertising of the American 
Newspaper Publishers Assn. The 
committee replaces the former 
committee on advertising agen- 
cies. 

“Under the consent decree in 
1956,” the ANPA said, “the re- 
sponsibility of passing upon credit 
ratings for agencies rests on the 
ANPA management in the New 
York office. The work of the new 
committee on advertising will 
cover various problems affecting 
newspapers relating to advertis- 
ing other than selling newspaper 
advertising space to agencies and 
advertisers.” 


Mrs. Gilbert Dies 

Mrs. Annis Stearns Gilbert, 41, 
wife of Frederick S. Gilbert, gen- 
eral manager of Time, died July 
20 in the Norwalk Hospital, Nor- 
walk, Conn. 


and 271,280 


west texas sets 
all fenced in. . . 
available as a 
single economical 
purchase or by 


individual stations 


KDUB-TY 


LUBBOCK, TEXAS 


KPAR-TYV 


ABILENE . SWEETWATER 


KEDY-TV 


SIG SPRING, TEXAS 
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In Madison, Wisconsin, VHF adds more to your cost than to your coverage. With 
WKOW-TV you deliver 70% as much share of the audience* at only 45% of the 


cost. 


It’s not square miles, but 


SALES THAT COUNT! 


*Madison Telepulse—April, 1957 


WKOW-TV 
Ee in Madison, Wis. 
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|commitments of the past govern- 
Canadian Minister tr 


| ® His idea of an open-minded ap- 


Approaches CBC 
4 bd ; d proach applies particularly to the 
With Open Mind | controversial question of the so- 


Ortawa, July 30—Revenue Min- called CBC monopoly. 
ister George Nowlan, whose ap-| “This is an important problem 
pointment as minister responsible; and one that has aroused great 
for the Canadian Broadcasting | national interest,’ he warned, 
|Corp. was announced last week,| “and if we are to take action it 
| believes the government should/|should be only after careful 
|approach the varied problems of | thought and on the basis of knowl- 
— \the CBC with an open mind. He | edge.” 

has no prejudices or preconceived; Mr. Nowlan takes the same ap- 

|} ideas of what should be done, he| proach to the report of the Fowler 
said. |Royal Commission on Broadcast- 

He is committing neither him-|ing released by the government 
|self nor his government to any-| last March. 
thing until he has made a thor- | “This is a very able group of 
ough and impartial study of ev-| men who command the respect of 
erything from the financing to the all Canadians,” he said, “and their 
regulation of television and radio| findings merit and will get very 
broadcasting. | careful consideration. But of course 

He has made it plain, however, | this government is not committing 
that the government should not be | itself to implement all or any part 
shackled by individual views ex-|of the report. We will study it in 
pressed by members of the party |the light of conditions as we see 
any more than by actions and | them.” 


Left to right: Wm. F. Schleicher, Editorial Director of Hitchcock publications, 
talks with Wm. C. Beverung, Sales Engineer, and Hal W. Franke, Advertising 
Manager, of Kearney and Trecker, Milwaukee, Wisconsin. 


THE MAN FROM HITCHCOCK 


‘’ 
The metalworking industry continues to spawn 
revolutionary new equipment in its big push to- 
ward more and more efficient production through 
advanced mechanization. Kearney and Trecker of 
Milwaukee has contributed to this trend with one 
of the latest developments in programming ma- 
chinery. This giant machine tool with an electronic 
brain, will speed production of wing components 
for one of the nation’s leading aircraft manufac- 
turers. It performs complicated, completely auto- 


matic operations, all governed by tape recorded 
control devices. 


METALWORKING 


WOODWORKING 


— 


Machine & Tool Blue Book Hitchcock's Wood Working 


Machine & Tool Directory Digest 
Grinding and Finishing Hitchcock's Wood Working 
Carbide Engineering Directory 


@ The Fowler report has recom- 
mended a financing plan for the 
CBC under which Parliament 
would authorize every five years 
an escalating grant for the pub- 
licly owned television and radio 
broadcasting system. This is one 
of the major problems facing the 
new government and one on which 
a decision can hardly be expected 
in time for presentation of a per- 
manent financing plan to Parlia- 
ment this fall. 

“If a decision is not in pros- 
pect,” the minister pointed out, 
“the problem of interim financing 
will have to be tackled before the 
session meets.” 

To carry out its program for the 
current year the CBC is going to 
need an additional $8,000,000, 
land the Liberal government had 
|}agreed to a further estimate for 
this amount to be presented at the 
fall session. The new government, 
of course, is not bound by any 
such commitment, but it seems 
unlikely that it will reduce the es- 
timate by any substantial amount. 


CBS-TV Adds Affiliates 

WMBD-TV, Peoria, Ill., will go 
on the air as primary affiliate of 
CBS Television on or about Jan. 
12, 1958. WTVH was formerly af- 
|filiated with the network in Pe- 
oria. ABC Television, which for- 
merly had no affiliate in Peoria, 
has signed WTVH. ZBM-TV, Pem- 
broke, Bermuda, will join CBS-TV 
in November as a non-intercon- 
nected station under the network’s 
extended market plan. 


Lincoln Names Nadal 


Robert R. Nadal, formerly cen- 
tral regional sales manager of the 
Mercury division of Ford Motor 
Co., has been named general sales 
manager of the Lincoln division. 
He succeeds Henry B. Daniels, 
whose assignment to another post 
will be announced later. 


Bill Schleicher, the man from Hitchcock, didn’t 
just wander into the above scene. His trip to 
Kearney and Trecker was part of a well — 
continuous probe of what the metalworking in- 
dustry is doing today—and what it most likely 
willbe doing tomorrow. Hitchcock publications in 


Royal Chelsea to de Garmo 
fact, cover three big areas of industry—Metal- 


Royal Chelsea China Co., dis- 


Mass Transportation 
Mass Transportation's 
Directory 
School Bus Trends 


working, Woodworking, and Public Passenger 
Transportation. Superior editorial treatment in 
these publications creates vital readership which 
is a most important asset Hitchcock publications 
convey to users of their advertising pages ... Write 
for DATA FILES. 


hitchcock 


PUBLISHING COMPANY 
WHEATON + ILLINOIS 
SINCE 1898 


TRANSPORTATION 


2 


THE PIONEER OF CONTROLLED CIRCULATION 


tributor for New Chelsea China 
Co. Ltd., Stoke-on-Trent, England, 
manufacturer of English bone 
china, has named de Garmo Inc., 
New York, to handle its advertis- 
ing. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 


promptly. 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 
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STARRING 


PETER LAWFORD PHYLLIS KIRK 


Hl i. IVI 


Five more BIG MGM-TV series are 
7 now in preparation for production 
= at the fabulous M-G-M 
: Culver City Studios 


“NORTHWEST PASSAGE” 

“THE FEMININE TOUCH” 
“MIN & BILL” 

; “YOU'RE ONLY YOUNG ONCE” 

: “GOODBYE, MR. CHIPS” 


(Boreham Wood Studios, 
London, England) 


For more information 

about this great 

4 programming opportunity 
write, wire or phone 
Charles C. “Bud” Barry, 
Vice President, 
1540 Broadway, 
New York City 36, 
JUdson 2-2000 
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DAVENPORT 


through Davenport Newspapers . . . 


Circulation 50,000 Daily — 53,000 Sunday. For the 
tenth consecutive year — first in lineage in all lowa 
and the Big QD .. . a $494,275,000 market! 


NEWSPAPERS 


ramon? oni: 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 
Represented by Jann & Kelley 


'V-10 ProteinBread | 
Will Bow Nationally | 


| MrnneaPouis, July 30—A new 
protein bread—V-10—is about to 
be launched nationally after 18 
/months of test marketing by F. H. | 
Peavey & Co., grain and — 
company here. 

Peavey will back the bread in 
areas where it is marketed with 
an unusual advertising support| 
plan. Advertising in an area will | 
be based on total deliveries of | 
V-10 protein bread mix to bakers | 
in that area. This will include} 
newspapers, spot radio and tv and| 
point of sale. 


s The bread is licensed to Peavey 
by the Wisconsin Alumni Re- 
search Foundation, which devel- 
|oped the product. The name V-10 
stands for the “vital ten” amino 
acids the bread is said to contain. 

The bread has been tested in 
South Bend, Ind., since January, 
1956, and subsequently in other 


in Canada ok 


those of Houston 


Dallas ord combined! 


As proof—last year retail sales recorded in the 
communities served by the 8 Southam Newspapers 


a retail sales figure greater than that recorded 
last year in Houston and Dallas combined. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


OTTAWA + HAMILTON + NORTH BAY + WINNIPEG 
Citizen Spectator Nugget Tribune 
CALGARY + MEDICINE HAT - EDMONTON + VANCOUVER 
Herald News Journal Province 


Jand 


More than 1,550,000 Canadians daily read, believe and act on 
the advertising that appears in the 8 Southam Newspapers. 


totalled over 2 BILLION, 248 MILLION dollars! That’s 


So in selling Canada, make sure you include a// 8 Southam 
Newspapers. Together they give you the only effective 
coverage of this 2 billion, 248 million dollar retail market. 


THE SOUTHAM NEWSPAPERS 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Ine. (Can. Div.) 
New York, Detroit, Chicago, 

San Francisco, Los Angeles, Atlanta 


Advertising Age, August 5, 1957 


AN ENTIRELY NEW KIND OF BREAD 


ing V" Protein 
uae es ohana Jk ows et uaiet 


creamy white 
© complete perenne protein 


CS Viner protein 


HELPS BAKERS—Peavey Co. is run- 
ning announcement ads like this 
in newspapers to help bakers tell 
the public about the new V- 
10 bread. 


test cities. Two states—Minnesota 
and Wisconsin—have now been 
opened on an industrywide basis 
and the product can be purchased 
in limited areas of 27 other states. 


s Consumer and sales research 
has included home interviews, 
store audits, customers inter- 
viewed at supermarkets and a con- 
sumer panel study. 

One national survey, Peavey 
says, shows that the purchase of 
“diet” breads, including protein 
types, constitutes slightly over 3% 
of total bread volume. This 3% is 
purchased by about 15% of fam- 
ilies. However, the percentage 
seems to vary substantially from 
market to market. Another survey 
showed that in one major metro- 
politan market about 55% of fam- 
ilies bought a protein or diet 
bread one or more times during 
the three-month period when V-10 
was introduced. 

Advertising and marketing for 
V-10 is handled by Vance Pidgeon 
& Associates, Minneapolis. + 


Reach, McClinton Names Three 
Reach, McClinton & Co., New 
York, has appointed Robert I. 
Blumenthal an account executive 
on Isodine Pharmacal Corp. and 
Howard E. Sands Jr. an account 
executive on Beneficial Finance 
Co. Mr. Blumenthal formerly was 
with Robert W. Orr & Associates, 
and Mr. Sands previously was 
with Benton & Bowles. Reach, 
McClinton also has named Alfred 
L. Goldman, formerly copy chief 
of Harry B. Cohen Advertising, 
to its copy department. 


Leahy, Massa Join Ruppert 


Louis G. Leahy, formerly a dis- 
trict sales manager for Lever 
Bros. Co., and Robert E. Massa, 
formerly with General Foods 
Corp., have joined Jacob Ruppert, 
New York brewery, as vp in 
charge of marketing and sales pro- 
motion manager, respectively. 


KTRH Names Peters, Griffin 
KTRH, Houston, has appoimted 
|Peters, Griffin, Woodward, New 
York, its national representative, 
replacing John Blair & Co. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
peerage’ letters, 
———- ing 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush ick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller Buc 


431 S. Dearborn St 
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WHAT A WEEK...\WHAT RESULTS! 


Good Housekeeping Week 


The amazing story of the kind of reader-confidence that moves mountains of merchandise! 


Take a few minutes to read and see the only magazine promotion that trans- 
lates its claims of reader confidence, reader loyalty into a series of city-wide, 
nation-wide weeks of unusual retail activity and immediate sales results! 


' 


wi OF» Pius 


* Guaranteed by * 
wa Good Housekeeping 


te ‘ 
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PEOPLE BELIEVE O Maxi -@ * 


are a 


al ee 


Good Housekeeping Week covers every kind 
of product! every kind of retail outlet! 
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‘umn Evening tem ie 


Roger H. Newcomer, Battle Creek Enquirer—News Ad Director, briefs sales 
force on Good Housekeeping Week. 


INE major markets...in each a great newspaper goes to work. 

Each has an entire section on the first day of Good House- 

MILWAUKEE SENTINEL keeping week in its city. A section with exciting “inside story” 
of Good Housekeeping... how its famous Institute and Labora- 

tories plan and execute editorial material, check and double check 

every product, every recommended method, recipe or claim on 

every page of the magazine. A section filled with advertising of 

the great national brands that have earned the Good Housekeep- 


ing G ty Seal! A section filled with national brands adver- 
THE WICHITA SUNDAY BEACON teed fg lena atbvertioors ond by ooal retaliest d:omction 
that is a veritable tribute to brand names! A section that pro- 


duced in nine cities, 421,000 lines of advertising linage and 
153,013 lines of editorial linage! 


THE BATTLE CREEK And backing - this section...this amazing city-wide week... 
are special traffic builders, tested and proved in the past three 
EN QUIRER AND NEWS years of Good Housekeeping Weeks. In every city there are: 


— special events in supermarkets, drug, department and specialty 
store 
special newscasts on local radio and TV programs 

— activities by local high school home economics groups 


Charlesto nN Baily Mail — programs in local women’s clubs and PTAs 


— coupons to be dropped in boxes at retail stores, for big drawings 
all through the week 


But activity at the local level is only part of the story! In Spring | 
1957 Good Housekeeping Week, four great national TV shows | 
with woman-audiences numbering into the millions — featured 


MANSFIELD NEWS-JOURNAL Sasi emerald z 


Spring ’57 is history... but it’s history you’ll want to study if you 
sie have or want to have the Good Housekeeping Guaranty Seal! 
= Food or floor-coverings, plastics or perfume, fashions, appliances, 
baie furniture—if your product is used by women, bought by women, 


Pe ori a J ournal Star you’ll profit by joining us in Good Housekeeping Week for Fall’57. 
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raranties BY 


Housekeepin 


Local radio programs help stir up added interest in Home economics classes in big city high Women’s clubs, always interested in com- 
Good Housekeeping Week! This one is in Battle Creek schools are happy to have a timely and munity projects for better living, want to 
where every giant food chain and 85% of the progres- topical work project — and Good House- hear more about Good Housekeeping’s 
sive independent grocers participated. keeping Week gives them just that! famous Institute and Laboratories. 


Millions and millions of women heard 


about Good Housekeeping Week on 
these four great national nsc-tv shows! 


© . 
Guaranteed by 
od Housekeeping 


es a ae ES SR ae = 
Tennessee Ernie on his NBC-TV show re- Bill Leyden, star of NBC-TV’s national Jack Bailey, in the Bailey way, sa- Bob Barker, emcee of NBC-TY’s 
minds his fans...it’s Good Housekeeping “It Could Be You,” tells his vast audience lutes Good Housekeeping Week on “Truth or Consequences,” has his own 
Week in lots of towns...look for the Seal... about Good Housekeeping Week and the his tremendously popular NBC-TV memorable way of reminding his view- 
be sure when Good Housekeeping says so. reassuring sign of the Guaranty Seal. program, “Queen for a Day.” ers about Good Housekeeping Week. 


AND REMEMBER... 


in the 9 cities, 

Good Housekeeping Week got 
421,100 advertising lines, 
153,013 editorial lines... oe 
over half a million lines aa 


a . in a single week! 
Throughout the town, in 9 cities, retailers took ads This is a week’s coupons in Milwaukee—439,886! 
like this one of Samson’s in Milwaukee. Everywhere, And almost every coupon was deposited by some- 
retailers had a contest box to attract traffic and cus- one who had to come into a store to drop her coupon 


tdmers. In a single week, Samson’s collected 13,822 in the contest box! This excellent traffic-building 
coupons! Gimbel’s collected 35,235 coupons! device means more sales! 
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F RODUCT...PROMOTION...PROFITS 
GOOD HOUSEKEEPING WEEK 


In Milwaukee : 
108,201 coupons ) 
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= ene 1987 Good Houseeeet upons thes me Knoxvilde Roman’s......... 3,510 coupons q 
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bur Tone. we Be Sercnant T neve penk of the EE 3,735 coupons | 
e | 
— vor a wonderful PF yaaint. TD? poder es poe ein ey ending Northern Supply 2,810 coupons | 
the P je lies . x 
pp *proot Anich Knoxville + for each woot loss. Tm po eh ee - 2,717 coupons 
ore 


Kosciuzko Furniture 1,341 coupons 


— Franecki Appliance 8,330 coupons 
ending ea 6 1088 yeep week HousekeeP U 
the stores, or Good Hevee oii owing 0008 Gimbel’s ........ 35,235 coupons 
Sigein of oh Boston Store... .15,914 coupons 
show oe Niss Furniture Co.. 18,172 coupons 
e ’ ’ 
— Samson's ........ 13,822 coupons 


‘w. Watson i 
vavertising pirecto 
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HOOVER VACUUM CLEANER’S Sales-Winning Displays... 


Rainy Morning Response 
in Wichita, Kansas 
“Amazing’”’... 


seein Milwaukee's AMERICAN STORES 


+». and 
NISS FURNITURE STORES 


SPENCER CHEMICAL reports: 
“...the Good Housekeeping promotion 
was one of the most profitable merchan- 
dising and selling devices that Spencer 
Chemical ever used.” 


«ee In Mansfield, Ohio's 
Ss MARTIN HARDWARE 
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ALL COME TOGETHER IN 
SUCCESS STORIES...azzistgircttienunirete 
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Franecki Appliance Niss Furniture Co. Samson's 


MAYTAG Wins New Friends 
in Lynn, Mass. 


“SALES JUMPED FROM 150 TO 
959 PACKAGES IN ONE STORE 
THAT WEEK!” ...ARCHWAY Home Style 
Cookies, Battle Creek, Michigan reports: “A 
60% increase in stores through the city! No 


wonder we’re enthusiastic about Good House- 
keeping Week!” 


<< oF com rae 
* Guaranteed by 


tS Housekeeping 


aes 10 ADVERTISED Wie Gs 


winner in Battle Creek’s Good Housekeeping Week 
drawing, Mrs Frank Skopec, and children look for- 
ward to happiest shopping trip ever with their prize 
merchandise certificate. “But it won’t be any more 
+a _- » ___ fun than Good Housekeeping Week itself!” 


«ein STUART FURNITURE STORE 
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NEXT TIME... 


plan to get your share of this merchandising miracle 
and 


ie N EXT Ti M E. Yes, right now Manufacturers, Merchandisers, 


Advertisers and Newspapers are getting ready for 


FALL 1957 
GOOD HOUSEKEEPING 
WEEKS 


Check these dates and papers: 


® SEPT. 8—New Orleans, La. (Item) 

® SEPT. 15—Dallas, Tex. (Times-Herald) 

® SEPT. 22—Asheville, N. C. (Citizen-Times) 
® SEPT. 23—F all River, Mass. (Herald-News) 
® OCT. 20—Albany, N. Y. (Times-Union) 

® OCT. 20—Ft. Worth, Tex. (Star-Telegram) 
@ OCT. 20—Houston, Tex. (Chronicle) 

® OCT. 20-—Little Rock, Ark. (Democrat) 

® OCT. 20—Pittsburgh, Pa. (Sun-Telegraph) 
® OCT. 20-—Charlotte, N. C. (News) 

® OCT. 27-—San Antonio, Tex. (Light) 

® OCT. 27—Portland, Ore. (Oregon-Journal) 
® OCT. 27-Seattle, Wash. (Times) 


IT’S THE SIXTH Great Good Housekeeping Week Promotion...celebrated in many 
of these cities for the third consecutive year. 


IT’S THE SIXTH Time that major newspaper sponsorship...unsurpassed store cooperation 
...fully-awakened consumer interest...will step up sales for any 
promotion-minded company with distribution points in these areas 


DON’T MISS YOUR SIXTH chance to pin point the full selling power of the famous 


Good Housekeeping Guaranty Seal on your product! Alert your 
salesmen, distributors and dealers in these thirteen important trading 
areas. PLAN YOUR ADVERTISING FOR THESE TOP NEWSPAPERS TO 
TIE IN WITH THESE TOP-SELLING WEEKS. Get in touch with us at 
Good Housekeeping or with any of the participating newspapers 

for full details on what this week can mean to you! 


Food Companies 


please note: Manot @ _ o 
the papers listed above are plan- cuwenl ae UN Or 
ning special Good Housekeeping i 


“a > : 
wen Food Sestiene backed by =7* Guaranteed by % 
complete city-wide store promo- 
tion of advertised products. 300d Housekeeping 


, 
Proven results show this to be Nor ae 
one of the most sensational sales | soya sit ala 
wa: i GOOD HOUSEKEEPING 
call us about this promotion now! 


A HEARST MAGAZINE, 57th St. & 8th Ave., New York 19, N. Y. 
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Podvey Rejoins 
Hearst Newspapers 


New York, July 30—David M. 
Podvey, formerly general man- 
ager of the Philadelphia Daily 
News, returned to the Hearst or- 
ganization this week, joining the 
staff of Harold G. Kern, general 
manager of Hearst Newspapers. 

Before joining the News, Mr. 
Podvey had been business manag- 


er of the Philadelphia Inquirer, a\ 


newspaper of which he was for 17 
years general promotion manager. 

Earlier he was with the promo- 
tion departments of Hearst News- 
papers in Boston and New York. 
Before joining the Inquirer he had 
been promotion manager of the 
old Philadelphia Record, # 


‘S.F. Examiner’ Offers Studies 
The San Francisco Examiner 
has completed two new market 
studies which are available on re- 
quest directed to the newspaper. 


The first is “Sales Operating in| 


the Northern California Market,” 
a supplement to the original 1947 
market analysis produced by the 
Examiner. It was prepared under 
direction of William G. Hobson, 
vp of Hearst Advertising Service 
Inc. The second is a study of 154 
San Francisco Bay Area shopping 
centers. 


FIRST SHIPMENT 


of New Spring Suitings has just been received by us. 


They are the Handsomest ever shown in Louisville. 


Come carly and make your selection. 


| Leading Merchant Tailors. J, WINTER, JR, & CO. 


FOURTH PHOGRAM. 


| 


Centurion. . .* ae r wihes 
7 oii: . Walter Markbem 

Gertrude Dalton 
. .» Margaret Dills 


Khaled . 
Officer of the Galley . . 


DON’T RUN THE RISK 
Of spoiling your health and happiness by not 
having a bottle of OLD CHARTER in the 
March weather is uncertain. 
ia and C 


house. 
The Grippe, P: 
tion can be prevented if taken in time. 


OLD CHARTER WHISKEY 
The best Preventitive. 


| 


Pr 


THE PREVENTIVE— 
Old Charter 
whisky ad in 1909 
theater program 
shows what dis- 
tillers dare not 
do today: Adver- 
tise whisky as 
preventive of 
“Grippe, Pneu- 
monia and Con- 
sumption if 
taken in time.” 
The ad is from 
collection of S.B. 
Monasch, adver- 
tising manager, 
Melrose Distillers 
Co. 


|Kemp Joins Iron Fireman 


at Portland, Ore. Mr. Kemp was 
Larry Kemp has been namedj|formerly advertising manager of 
| sdvertising manager of Iron Fire-|F. B. Connelly Co., Oregon whole- 


man Mfg. Co.’s electronic division | saler of electronic parts. 


FCC OKs Queen City Permit 
The Federal Communications 
Commission has approved a con- 
struction permit for Queen City 
Broadcasting Corp., owner of 
KIRO, Seattle. An initial decision 
favoring Queen City had been is- 
sued more than two years ago, but 
the record was subsequently 
opened for additional testimony. 


California Nursery to Gotham 

California Nursery Co., Niles, 
Cal., has appointed Gotham-Vlad- 
imir Advertising, San Francisco, to 
handle its international advertis- 
ing. 


New Bank Poster Subscription Service 
for window, wall, and lobby display 

Full color Posters, 28” x 44”, many with a life- 
size, hand-colored, photographic blow-up as port 
of the layout. Produced on heavy poster cord 
stock. Yearly series, approved by a panel of 
working Bank executives. Severa! styles and types 
of Poster display frames available. Service is 
commissionable. Write, wire, telephone. 


Security Displays 


1411 Wyandotte Street 
Kansas City 6, Missouri 
Victor 2-8000 


for Engineering.” 


PURCHASING NEWS.” 


“| SELL O-RINGS AND FITTINGS 


PARKER APPLIANCE CO. 
“In selling 
OEM market, I have found the Pur- 
chasing Agent to be tops in influence 
when deciding on the source.” 
“Nowadays, he has a solid technical background which 
qualifies him to make many selections formerly reserved 


“Between my calls, it's important that the P.A. be posted 
on our line. That's why I'm glad we advertise often in 


TO THE OEM" 


says 


Jack G. Watson 


volume-users in today’s 


a Eonar. 


i) i ae 


the backlog of heavy construction being 
planned has reached the fantastic sum of 
$107,014,000,000. And it’s still rising! 

30 million new housing units...school 
facilities for 20 million desks... hospital facili- 
ties for 1.4 million beds... will be needed in 
the next 20 years. $100 billion is being spent 
to bring our roads up to date. Sewage plants, 
power plants, factories, warehouses, airports, 
commercial buildings of every type and pur- 
pose will be needed to keep up with this growth. 


And all this new growth is in an industry 
that has doubled in size since °50, tripled 
since ’46! 

As the only publication bringing vital news 
and information to all parts of the construc- 
tion industry every week ... Engineering News- 
Record is read by the largest and most im- 
portant audience of construction men ever 
assembled by a magazine. No wonder twice 
as many advertising dollars are invested in 
EN-R as in any other magazine serving 
construction! 


‘appa 70 


(pe? 8 a ale ts a: 


ee aan ee, 


107 BILLION DOLLAR CONSTRUCTION BACKLOG HITS ALL-TIME HIGH! 


Now in its 12th straight record-breaking year, 
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REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation ... stresses U. S. products... tes the latest and best in farming 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


Sunday Newspaper 
Ad Costs Rise 10% 
Since ‘54, ANA Finds 


New York, July 30—Advertisers 
using Sunday newspapers, Sunday 
supplements and Sunday comics 
groups must pay about 10% more 
today to reach the same number of 
readers they did in 1954. 

The increased cost of using the 
Sunday print media is spelled out 
in a new report by the Assn. of 
National Advertisers, “Sunday 
Newspaper Circulation and Rate 
Trends.” 

One section of the report gives 
circulation and rate figures for 
1946, 1950 and each of the years 
from 1953 through 1957 for each 
of the 179 U. S. Sunday newspa- 
pers with 50,000 or more circula- 
tion. 

Another section shows circula- 
tion and rate trends for the same 
years for six Sunday supplements 


2 NEW MEMBERS HAVE JOINED 
ANN ARBOR’S FAMILY CIRCLE 


«x 


PER: Catron oer oe 


ARGUS 


Ann Arbor is fortunate to be able to welcome two nationally known 
firms, Parke-Davis & Company and Bendix Corporation to its ever- 
growing community. They are expected to make a very significant 
contribution to the total labor force in this area now numbering 
67,500 — of which 27,000 are engaged in manufacturing. 


The Ann Arbor News with an audited circulation of 25,924 reaches 
into this economically expanding market as no other advertising 
medium can! See a Booth man today for facts! 


THE BAY CITY TIMES = THE ANN ARBOR NEWS 
THE SAGINAW WEWS — JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 


SCREW WORKS | 
KING-SEELEY CORPORATION 
BUHR MACHINE TOOL COMPANY 
HOOVER BALL & BEARING COMPANY 
FORD MOTOR COMPANY (PARTS & EQUIPMENT MANUFACTURING DIVISION) 
AMERICAN BROACH & MACHINE COMPANY 
CHEVROLET WILLOW RUN TRUCK PLANT 
AMERICAN FOUNDRIES COMPANY 
ECONOMY BALER COMPANY 
CHELSEA SPRING DIVISION 
EBERBACH CORPORATION 


NATIONAL REPRESENTATIVES: AH. Kuch, 260 Modison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newinan, 435 .N. Michigan Ave., Chicago I 1, 
Superior 7-4680; Brice McQuillin, 785 Market St. San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bldg, Detroit 26, WOodward 1-0972 


THE ANN ARBOR NEWS 


THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 
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and two Sunday comic groups. 
Some highlights from the report: 


e 1. Circulation of all Sunday 
newspapers increased by only 1.1% 
between 1954 and 1957, while the 
average open line rate increased 
by 10.2%. Result: A _ cost-per- 
1,000 increase of 9.1%. 


e 2. Between 1954 and 1957, cir- 
culation of Sunday newspapers in 
the 250,000 and above class de- 
clined by 1%, while their rates 
climbed by 8.4%. Cost-per-1,000 
increase: 9.5%. 


e 3. In the Sunday supplement 
field, cost-per-1,000 has gone up 
sharply since 1946. The American 
Weekly is up 44.6%, First Three 
Markets Group 68.4%, Metropoli- 
tan Sunday Magazine Group, 
42.3%, Parade, 36.5% and This 
Week Magazine, 22.4%. 


Copies of the report are avail- 
able to non-ANA members at $10 
apiece. + 


"Science Digest’ to Take Ads, 
Names Phister Ad Manager 
Science Digest, published by 
Popular Mechanics Co., Chicago, 
has disclosed plans to accept full 
page advertising effective immedi- 
ately. No ads had 
previously been 
accepted since 
the magazine’s 
inception in 1937. 
B&w page rates 
are $500, includ- 
ing a second col- 
or when avail- 
able. Rates are 
based on a 
monthly circula- 
tion of 200,000 
—about 50% on 


J. T. Phister 


newsstands. 

Selected ads will be accepted on 
the basis of reader interests, ac- 
cording to J. T. Phister, new man- 
ager of advertising, promotion and 
sales development. Mr. Phister 
came to Science Digest from Bid- 
dle Co., Bloomington, Ill., where he 
was an account executive. 


Jones Phosphate Names Buntin 
Robin Jones Phosphate Co., 
Nashville, Tenn., producer of Ar- 
row Rock phosphate, has appoint- 
ed Buntin & Associates, Nashville, 
to handle its advertising. Triangle 
Advertising Agency, Chicago, for- 
merly handled the account. 


GEE! vie a 


modern sofa!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 
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your best prospects 
are in growing families 
... with growing needs... 


87.8% of people in households with 
children under 10 are poster readers!” 


a. ‘ ate le 
*From Starch Continuing Study of Outdoor Advertising Zz ma 


OUTDOOR ADVERTISING INC. | OA I 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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60 EAST 42ND STREET, NEW YORK 17, N.Y. + ATLANTA + BOSTON + CHICAGO + DALLAS «+ DETROIT + HOUSTON + LOS ANGELES + PHILADELPHIA + ST. LOUIS » SAN FRANCISCO + SEATTLE 
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Another true-to-life story about some make-believe characters | 


Why should man’s best friend 
prefer women J 


in Chicago? | 


Barnabus of Blenheim was monarch of all he 


surveyed, including davenports, garbage cans, delivery boys and Sam Schneidermann. 
That’s because Sam belonged to that great protective brotherhood laughingly 


referred to as “dog owners.”’ And Montmorency, known to his best friend as Barney, 


was the shaggy dog Sam owned(?) 


Now it just so happened that Sam was also advertising manager for 


Fido-Fodder, well-known dog food. And Sam, knowing firsthand the heart-warming, cold- 
nose relationship CSG () between a dog and his man, directed this | 
advertising primarily to men—via men’s media. : 
But F-F.’s position in the Chicago market was slipping—from 11% to 
% in 4 years. In other words, Fido-Fodder wasn’t going to the dogs. 5 
So one day Sam called in Joe, who sits up and speaks for the Chicago 


Tribune, to see what he knew about Chicago dogs and dog food. Here’s what Joe reported: ° 


If man’s best friend knows what’s good for him, he should prefer 
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women. CF, ~ Why? Because Tribune research shows that 7 out of 10 dogs 


are fed by the lady of the house—2 out of 10 »y children—and only 1 out of 10 
by the lord and master. Who decides what brand of dog food to buy? It’s the 


little woman again, in 8 out of 10 families. Papa’s voice is heard on the 


Zee” 
subject in less than 2 out of 10. vs (Ss 2 


Apparently the queen of the kitchen is as anxious to set a dainty dish 
before her canine friend as she is before her king. And she’s personally concerned 
with whether or not Fido licks his platter clean. However, a woman is apt to 


judge and select a dog food by how good it looks and smells to her, 


without knowing much about its nutritive values for the dog. 

*‘According to our doggy research,”’ continued Joe, “it would seem 
that Fido-Fodder has been barking up the wrong tree. Evidently the 
way to a dog’s stomach is through the heart of the housewife. So you’d better 
forget about influencing the lords and masters with your Chicago advertising and 

fg 

start to cherchez les femmes.” &. 

So saying, Joe tipped his hat and left. And Sam took off for home. 
And unless you own a dog, you'll never believe what happened next morning. When Sam 


woke up, there was Montmorency Barnabus of Blenheim by his bed—ears up, tail 


pm 
_wagging and holding in his mouth a copy of the Chicago Tribune. GY 
” tie. 


“I’ve heard of a lot of shaggy dogs in my day,” said Sam, bestowing 
a well-earned pat on Barney’s head. ‘But you’re probably the first to come up with the 
perfect solution for an important advertising problem.” 
And Barney’s tail just wagged and wagged. 


Now maybe you sell diamonds ee 2 


But if you want to sell more of them in Chicago, call on Joe. Nobody knows Chicago 


or diapers instead of dog food. 


like the Tribune. Nothing sells Chicago like the Tribune. And Joe’s the joe 


to give the facts to you. 


Chicago Gribune _ sey 


THE WORLD’S GREATEST NEWSPAPER 
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James Copley 
Wil! Expand 
Paper Chain 


(Continued from Page 3) 
Bank of Chicago. 


® Both brothers are adopted sens 
of the late Col. Ira C. Copley, 
founder of the chain, who died in 
1947, William Copley charged that 
the bank and his brother, as ex- 
ecutors of the elder Copley’s es- 
tate, should have liquidated the 
assets of Copley Press. 

Under terms of the settlement, 
approved yesterday in the court of 
Circuit Judge C. A. Harrington, 
William Copley will receive $10,- 
300,000 for his four-ninths share of 
the corporation’s stock, with fur- 
ther payments of $1,500,000 con- 
tingent on profits over a 20-year 
period. Heirs of Ira Copley’s wid- 
ow, who died in 1949, will receive 
$2,575,000 for one-ninth of the 
business. 

The settlement, which does not 
become final until approved by the 
Treasury Department, places the 
value of the stock of Copley Press 
at approximately $25,000,000. This 
includes the 16 papers and ty sta- 
tion KCOP in Los Angeles. 


® William Copley will continue as 
foreign correspondent for the chain 
until Jan. 31, 1959, when the set- 
tlement will be completed, That is 
a few days after his 40th birth- 
day, as Ira Copley had provided 
that the stock remain in trust un- 
til both sons reached 40. James is 
now 40. 

Following approval of the set- 
tlement, James Copley announced 
that the expansion program would 
get under way without waiting for 
the almost certain approval of the 
Treasury Department. Part of the 
expansion will be in the Copley 
News Service, which supplies fea- 
ture news and foreign reports, pri- 
marily from Latin America. 

Illinois papers presently in the 
Copley chain are the Aurora Bea- 
con-News, Elgin Courier-News, 
Joliet Herald-News and the Illinois 
State Journal and State Register 
in Springfield. The California 
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RADIO & TELEVISION 


COMING! 


Greatly Expanded 
TV Coverage 
From a New 


1000 ft. TOWER. 


~ seat Se ae. ~S 
BY AVERY-KNODEL, INC, 


newspapers are the San Diego|for the fragrance, Primitif, “for|with large scale displays in de- 


Union, San Diego Evening Tribune,| the woman who is every inch a| partment and drug stores. 
Alhambra Post-Advocate, Burbank | female.” Each of the three maga- | 
Daily Review, Culver City Star-|zines will carry one-third page in| Litho Assn. Names Whitehouse 
News, Glendale News-Press, South their August, September and Oc-| Oscar Whitehouse, executive di- 
Bay Daily Breeze, San Pedro News | tober issues. rector of the Label Manufaeturers 
Pilot, Monrovia News-Post, Venice | Space will also be used in/National Assn., Washington, has 
Vanguard and Borrego Sun. # Vogue’s annual beauty handbook,| been named executive director of 
“Book of Beauty.” Ads will fea- the Lithographers National Assn., 
Max Factor Sets Fall ture the Primitif gir] who appeared | effective Oct. 1. He will succeed 
Drive for Primitif in the full color ads introducing |W. Floyd Maxwell, who is retiring 
Max Factor & Co., Hollywood, | the fragrance last fall, and has | after 24 years’ service with the as- 
will use Charm, Glamour and) been used in ty commercials. The | sociation. Before 1950, Mr. White- 
Mademoiselle for its fall campaign|ad campaign will be coordinated | house was on the staff of the Print- 
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ing Industry of America. 


Buchanan Reduces Statt 
Buchanan & Co., San Francisco, 
which recently lost the Tidewater 
Oil Co. account to Foote, Cone & 
Belding, has reduced its staff by 
five. The five include John Mc- 
Neely, former San Francisco man- 
ager; James Ruttencutter, art 
director; Malcolm DeWeese, ac- 
count executive, and Paul Purdom 
and John Vince, copywriters. 


5 


4: 


esusership.. 


=m what happens when a magazine has it ? 
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Beverage Ad Uses 
Purple Ink: Smells 
Like Grapes, Too 


Boston, Aug. 1—Canada Dry 
Ginger Ale Inc. broke an experi- 
mental ad today in the Boston Re- 
cord-American, using a fragrant 
purple ink to add fragrance to its 
visual and verbal appeals for its 
grape soda soft drink. 

The distinct odor of grape is 


| carried by a special purple ink, 


| used as the second color in the 

| 1,000-line ads appearing today and 
tomorrow. The company views the 
ads as experimental, 

F. E. Bensen, advertising man- 
ager, said, “If popular response is 
| generally favorable, we may try it 
|in other markets where newspa- | 
|pers will cooperate in the use of 
scented inks.” 

Headed “What a Scent-sation,” 
the ad features a cartoon of a big- 
nosed character whiffing a bottle | 


of Canada Dry True-fruit grape 


The scented ink was supplied by 


soda. The text invites readers to| Fragrance Process Co., New York, 


“be nosey” and try a bottle. 


s “Aside from the word-of-mouth 
publicity which the scented ad will 
provoke through its novelty,” Mr. 
Bensen said, “we felt that a gay 
treatment like this was appropri- 


|ate for soft drinks, which people 


usually associate with good times 
and jovial spirits. Nevertheless,” 
he added, “we'll be watchful for 
possible negative reactions.” 


which makes inks in orange and 
other aromas, as well as grape. 

J. M. Mathes Inc., New York, is 
the agency and is credited with 
suggesting the “Scent-sation” 
ad. + 


AFA Names Eight-Member 

Executive Committee 
Advertising Federation of 

America, New York, has appointed 


_an eight-member executive com- 


Usership is the step beyond readership. It is what happens 
when exciting, stimulating information and ideas are 
delivered to men who will do something about them. 


STEEL has usership 


key industry. 


When a magazine has usership, it gets action. That is why 
more companies are placing more advertising in STEEL 
today than in any other metalworking magazine. 


because STEEL’s 


usership is the strength of 73) 


entire editorial 
content is geared to the needs of the dynamic, energetic 
management men who are leading metalworking’s progress. 
And STEEL moves them to action. STEEL’s article, “* 
Cost Price Fighting,’ for instance, sparked management 
action that ended a strength-sapping price war in a 


What 
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|mittee. Members are Robert M. 


|Feemster, executive committee 
chairman of the Wall Street Jour- 
nal and new chairman of the AFA; 
James S. Fish, AFA vice-chairman 
and advertising vp of General 
Mills; Mary E. Busch, exec vp, 
Emery Advertising Corp.; Ben R. 
Donaldson, director, institutional 
advertising, Ford Motor Co.; Mel- 
vin S. Hattwick, advertising direc- 
tor, Continental Oil Co.; George W. 
Head, advertising and sales pro- 
motion manager, National Cash 
Register Co.; James Proud, AFA 
president, and Ralph Winslow, 
marketing vp, Koppers Co. 


Sets Pay TV Demonstration 

International Telemeter Corp. 
will demonstrate its closed circuit 
|pay tv system at the Savoy Plaza 
Hotel in New York from Aug. 12 
through Aug. 29. Leaders in sports, 
entertainment, tv, industry and 
government will be invited to at- 
tend these showings to be staged 
by the Paramount Pictures Corp. 
subsidiary. 
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The brightest spot in the 
building picture is lumber and 
building material dealers’ 
sales. They promise to match 
or exceed 1956’s record vol- 
ume—despite the decline in 
new house starts. 


e The almost complete col- 
lapse of tract building, which 
accounts for most of the fall- 
off in new residential con- 
struction, represents practi- 
cally no loss to lumber deal- 
ers because such builders 
were big enough to buy direct. 


e In fact; lumber dealers are 
now getting an increased 
share of new housing ma- 
terial dollars because the 
smaller (1 to 50) builders, 
who specialize in the better 
homes comprising the bulk 
of today’s starts, are tradi- 
tional dealer customers. 


e And, of course, lumber 
dealers are headquarters for 
the boom in home improve- 
ment. (A bigger market than 
new home sales in "56!) 


e Last, but not least is the 
do-it-yourself consumer, to 
whom lumber dealers sell a 
growing number and volume 
of pick-up items. 


No wonder, then, that a 
| March Ist survey reveals 

secretaries of dealer associa- 
tions, and the dealers them- 
selves predicting sales on a 
par with or better than last 
year! 


Top coverage and penetration 
of big volume dealer outlets 


American 
Lumberman 


& Building Products Merchandiser 


@@s8 
139 W. Clark Street * Chicago 2, Iilinels 
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George Metcalf, 67, 
‘Providence Journal’ 
President, Is Dead 


ProvinENCE, July 30—George 
Pierce Metcalf, 67, president of 
the Providence Journal Co., pub- 
lishcr of the Providence Journal 
and the Evening Bulletin, died of 
a heart attack July 27 aboard his 
vacht off Provincetown, Mass. 
Born here, Mr. Metcalf was grad- 
uvted from Harvard in 1912, While 
there he was a member of the 
oy, varsity crew for four years. Fol- 
a lowing his graduation, he joined 

the Wanskuck Co., a woolen and 
: worsted mill founded by his 
grandfather. In 1952, Mr. Metcalf, 
then president of the mill, reor- 
ganized the business; three years 
later he sold the company to the 
New England Butt Co. 

During World War I, Mr. Met- 
calf served in the U.S. Army in 
France, and during the Versailles 
peace conference was appointed a 
special military courier. After the 
war he became active in the man- 
agement of both the Wanskuck Co. 
and the Providence Journal Co. 
He became a vp of the latter in 
1931 and president in 1941. Mr. 
Metcalf was a director of a num- 
ber of Rhode Island banks and in- 
surance companies and also was 
active in the state Republican 
organization. His philanthropies 
were numerous but usually anon- 
ymous. # 


DONALD L. REYNOLDS 

New York, July 30—Donald L. 
Reynolds, 47, editor-in-chief of 
the “Industrial Bulletin,” month- 
ly news magazine of the New York 
state department of labor, a for- 
mer copywriter at the Kudner 
Agency, and a brother of Quentin 
Reynolds, editor and author, died 
yesterday after an illness of two 
months at his home in Croton, 
N.Y. 

Born in Brooklyn, Mr. Reynolds 
was graduated in 1935 from the 
school of journalism at Columbia 
University. He then became a re- 
porter on the New York Herald 
Tribune. In 1937 he joined Kud- 
ner, resigning in 1942 to enter the 
Army. During World War II he 
served in the Pacific Theater. 
After the war he returned to 
newspaper work and became edi- 
tor of the Croton-Harmon News, 


GEE! Look at that 


outboard motor!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 
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a weekly. He retained the position; Born in Manchester, Conn., he 
until his death. Early in 1956 he|majored in chemistry at Harvard, 
also took over direction of the “In-|from which he was graduated in 


cial paints for the government for) bell Enterprises, owned by Fred 
camouflage and high-speed planes.|and Dorothy Rabell. KXOC has 
He recently worked with Navy|been controlled by Broadmoor 
dustrial Bulletin.” 1903. He joined Valentine & Co.,| technicians in developing a paint| Broadcasting Co.; principals are 

paint and varnish maker, founded | that would stick to the surface of |Jack O. Gross, Jack Gross and 
L. VALENTINE PULSIFER in 1853 by his maternal grand- | today’s supersonic jet planes. Lawrence Gross. 

New York, July 30—L. Valen-|father, Lawson Valentine, and | The Rabells will become owners 
tine Pulsifer, 75, a director and | which later formed the nucleus of Two California Radio Stations |°f KXOC; the Gross interests will 
former president of the Valspar} the Valspar Corp. Mr. Pulsifer suc- | Swapped by Owners take over KSON. The Rabells will 
Corp., who was credited with the|ceeded his father as president of; Two California radio stations, |Seek FCC permission to change 
invention and first practical com-|the company, but later devoted| KSON, San Diego, and KXOC in/|the call letters of KXOC to KDUZ. 
mercialization of waterproof var-|most of his time to chemical en-|Chico, have been swapped by the |New call letters, KBAC, will be 
nish, died July 24 at his home in| gineering and research. During | owners, subject to FCC approval.|sought for KSON-FM, which the 
Mountainville, N. Y. both world wars he developed spe-| KSON has been operated by Ra-/|Rabells will continue to operate. 


Why did Reader’s Digest 
for its 29th 


Because the Netherlands 
is one of the fastest-growing 
markets in the world 


Hotzano, the most densely populated 
country in the world, has staged one of the 
most spectacular of all postwar recoveries. 
Sixty-six major U.S. companies have es- 
tablished subsidiaries there in the past ten 
years. Production is almost double its pre- 
war level. 


Since 1952, U.S. exports to the Nether- 
iands have increased 120°;,. Last year they 
totalled $560 million. Included in this total 
were the following commodities: 


@ For industry: Steel-mill products, pe- 
troleum products, aircraft parts, industrial 
chemicals, synthetic foods, machine tools, 
fertilizers, tractors. 


@ For consumers: Automobiles and ac- 
cessories, household appliances, cosmetics, 
cigarettes and tobacco products, liquor, 
canned foods, cereal foods, medicines, cloth- 
ing, photographic equipment. 


‘*Het Beste’’ will reach the cream 
of the Dutch market 


Beginning in October, a great new oppor- 
tunity will be opened for companies selling 
in Holland. “Het Beste’’—the Reader’s 
Digest’s 29th edition—will enable adver- 
tisers to speak to the cream of this market, 
in its own language. 


Wherever it goes, Reader’s Digest is 
bought by the higher income groups, the 
people with maximum spending power. In 
West Germany, for example, 52% of all 


Digest readers are in the two top-income 
groups; more than 25°% are business execu- 
tives or professional people. The sare pat- 
tern prevails throughout Western Europe 
and the rest of the free world. 


100,000 guaranteed circulation 


Like every other international edition, 
“Het Beste”’ will be printed in the country 
of its major distribution and will be staffed 
by nationals. As in every other country, it 
will speak the language like a native. 


Basic black-and-white advertising rate is 
$320 per page for a guaranteed circulation 
of 100,000. 


More companies around the world place 
more pages of advertising in Reader’s 
Digest than in any other magazine 


Published in 13 languages and sold in 101 
different countries, Reader’s Digest has the 
world’s largest magazine circulation. More 
than 19 million copies are bought every 
month and read by 65 million people. You 
can advertise in all 29 editions, or just one, 
or any combination you choose. 


For an analysis of how Reader’s Digest 
covers your overseas markets, phone or 
write to: Reader’s Digest, 230 Park Avenue, 
New York 17...410 New Center Bldg., 
Detroit 2... Prudential Plaza, Chicago 1 
... 6505 Wilshire Blvd., Los Angeles 48 
... 235 Montgomery St., San Francisco 4. 
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in tailored for artists. Among other formerly an account executive in 
| things, the plan takes into account| the company’s general office sales 
the fact that free lance artists | promotion a 
have slack seasons. The plan was | 
worked out by a special commit-|by Bert H. Hambleton, ass 


_and supervisor of tv operations 
WBRC Columbus and Birmingham; Ken 
W. Church, vp and head of nation- 


the executive personnel of Radio|al sales and radio operations; 
Cincinnati Inc, has been realigned |Dorothy S. Murphy, treasurer; 
to include operations in Birming- | William Hansher, assistant secre- 
ham, Cincinnati, Columbus andj|tary, and Donald L. Chaplin, in 
Knoxville, Tenn. Principals in the \charge of the New York sales of- 
new executive group are Hulbert | fice. 

Taft Jr., president and director of 
Radio Cincinnati and affiliated 
corporations in Columbus and Bir- | 
mingham and chairman of WBIR, | offering its 700 members an un- manager of the Cincinnati divi- 
Knoxville; David G. Taft, exec vp|usual group hospitalization plan | sion of Kroger Co. Mr. Neiser was 


Executive Group Named 
With the acquisition of 
and-WBRC-TV, Birmingham, Ala., 


written by the Benefit Assn. of|in the advertising department. 
Railroad Employes. 

SMI Adds 28 New Members 
Neiser Named Ad Manager The Super Market Institute, 
Artists Get Hospital Plan Roger J. Neiser has been named | Chicago, has added 28 new mem- 


The Artists Guild of Chicago is sales promotion and advertising | bers, with a combined sales vol- 
lume of more than $43,000,000. 


Membership now totals 763 com- 


choose Holland 
international edition? 


uit Readers Digest 


i LECTUUR VAN BLUVEND BELANG 

Wat mogen wij van de ku 
¥ at kunnen kinderen * sap = 
Ghana - nieuweling onder natien 
De vliegramp in de wolkenkrabber 
Scheikundigen tegen kanker 
Lachen - de beste medicyn 
Landasawinning: specialiteit der Nederlande 
Hoe het leven begunt .: 
Blanken if het dal der ee: 

uw 
Betere défensie voor a ae 
Bent U stierlijk vervelend ? 


tk heb 
a en eatplofte atoombom onschadelyh 


De Parijsencas werkeli 
De ee van eatel ate 
De laatete snufjes in hi-fi-radio 

Hamor im uniform ; a 
Downing Street No. 10 7 
Geen gebrek aan aardolie - dank zy Aruba A 


““We’re in the first issue’”’ says Mr. 
Charles Robert, International Adver- 
tising Manager of Northam Warren 
Corporation. 


“For many years Reader’s Digest’s 
International Editions have played an 
important part in our world-wide adver- 
tising of Cutex and other products. 
Millions of readers the world over have 
faith in this magazine. As advertisers, 


we have come to have faith in it, too. Bike eo a — 
bs rrka en honing van Ne 1 . , 
“Now, the new Dutch edition gives 00 hn por war ve a ot : 
. -en dow 7 re 
us an opportunity to enlist the help of apampen reiki rf 
et meest verviloekte Vraagstok 
108 


this proven sales tool in a new area— 
the valuable Netherlands market.” 


— Hals en zijn cerlijke portretten 
chéquevervalaer en zyn wondermkt 


16 
Het Boek in een Notedop —_——<—_ 


Brug der Mon cpa Ken vla 
y mmend getu 
_ tan de heldhaftige opstand der Hongaren 136 


GROOTSTE OPLAG 


eT. : » - 
EXEMPLAREN PE ® SERELD. MEER DAN Is MILJOEN 


BR MAAND (ALLE EOITiES CEZAMENLUK) 


ee 


SS — 
See 


People, the world over, have faith in ‘ 


}Readers Diges 


Largest magazine circulation in the world 
Over 19 million copies bought monthly 
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panies, owning and operating 
nearly 8,000 stores with a total 


nd advertising de-jestimated 1956 retail volume in 


partment. He will be succeeded | excess of $9 billion, according to 
isting | Don Parsons, executive director. 


tee of the guild and is under-|since 1956 with promotional work | 


|Maclean-Hunter Boosts Rates 
Maclean-Hunter Publishing Co., 
Toronto, has raised the advertis- 
ing rates of three of its publica- 
tions, effective Sept. 1. Canadian 
Machinery’s b&w page rate has 
been boosted from $205 to $230: 
b&w rate for Canadian Packaging 
has been raised from $240 to $276, 
and Canadian Printer & Publisher 
from $200 to $230. 


Taylor to Moser & Cotins 

Nelson A. Taylor Co., Glovers- 
ville, N. Y., manufacturer of ma- 
rine products, has named Moser & 
Cotins, Utica, N. Y., a division of 
Rumrill Co., Rochester, to handle 
its advertising. 


Marquette to Campbell-Mithun 
Wesley Marquette, formerly 
head of art and production de- 
partments of Bruce B. Brewer & 
Co., has joined Campbell-Mithun’s 
Minneapolis office as art director. 


She looks... 
listens... 
reacts... 
in 30 rich 

Oregon and 
Washington 
counties 
covered 
exclusively 
by KOIN-TV, 
Portland, Ore. 
The boys from 
| CcBS-TV Spot 
| 
} 
| 


Sales will tell you 


KOIN-TV's 
ratings (amazing!) 
and coverage 
Cincredibie!). 


a 


a delightful story 
about her buying 
/ habits and 
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"Good Morning” Newspaper 
Largest Tabloid Linage 
West of the Hudson 


22,544,071 lines in 1956 Mesio. 
Represented by 
General Advertising Dep't. 
SCRIPPS-HOWARD NEWSPAPERS 


| Philadelphia Whisky Adds 


‘White Label’ to Name 
Philadelphia blended whisky, 
top brand in the New York mar- 
ket according to Publicker Dis- 
tillers Products, is changing its 
name to Philadelphia White La- 
bel blended whisky. Idea behind | 
the move, according to R. Robert 
Smith, merchandising and adver- 
tising director of Publicker Dis- 
tillers, is to develop a popularized | 


“handle” or secondary name. Con-| : 


~ 


SO DIFFERENT 
‘Ul never forget it! 


|sumer surveys were run to decide | ™ "vi  '"™ ee 


on a suitable name. 

The new label will be promoted 
in national and local newspaper 
space in the fall, but “without a 
hard-hitting campaign.” 


Deputy to ‘Philadelphia News’ 

Harry C. Deputy Jr. has been 
named travel and resort ad man- 
ager of the Philadelphia Daily 
News. He had been within the 
same department of the Philadel- 
phia Bulletin for the past five 
years. 


oases 
RACK 


« ROOSE ny ELT 
RACEW. 


TROTTING RACES EVERY “@eaxeay snout 
| (NEARLY) EVERYBODY WINS—This 105- 
line three-column newspaper ad 
|was used on amusement pages to 


advertise the “new dream track” 
at Roosevelt Raceway. 


Here’s a real eye opener, Mr. Halfaway, 
Salt Lake-Ogden-Provo is one of the first forty markets 


You can bet your last shirt on the retail sales and potential 


of the Salt Lake-Ogden-Provo market 


General Merchandise Store Sales $98,375,000' 


. _ TRI-CITY 577,000 pop.' 
33 -COUNTY MARKET 932,000 pop.' 


: KUTV 


CHANNEL 


KTVT 


. one of the first forty. 


100% unduplicated TV coverage’ 


92% unduplicated TV coverage’ 


KSL-TV 


CHANNEL CHANNEL 
Avery-Knodel, Inc. Kotz Agency, Inc. CBS-TV Spot Sales 
Notional Representatives National Representatives National Representatives 
A.B.C. N.B.C. c.B.S. 


1. Seles Monagement, May 10, 1957 
2 Nielsen Coverage Service, 1956 


Offices and studios in Salt Lake City, Utah 


Advertising Age, August 5, 1957 


Harness Track 
Broadens Appeal, 
Size of Its Ads 


(Continued from Page 2) 

of the new track such as ‘world’s 
roomiest grandstand,’ ‘200 acres of 
parking space,’ ‘six parkways lead- 
ing to the track,’ ‘air conditioning,’ 
‘moving stairways,’ ‘dine in the 
Cloud Casino,’ etc. Television and 
radio spots will follow the same 
basic pattern.” 


= During the years the agency has 
handled the account, Mr. Josephs 
said, it has had to cope with a 
number of special problems. For 
example, cancelations because of 
bad weather have been few, but 
nevertheless, during the racing sea- 
son, three people on the agency’s 
staff are assigned the job of check- 
ing with the weather bureau and 
the track, weekdays and Saturdays, 
so that in the event of a postpone- 


RIDE THE “MOVING STAIRS” 
NO STEPS—NO CLIMBING 


11 stories high and no stairs to climb! “Moving 
Stairs” and Elevators take you to every level to 
every seat! And, no matter where you sit, there's 
a perfect view of every race! Live it up! Watch the 
trotters go at new 


Roosevelt Raceway! 


. 
. 
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. 
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. 
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eee teens 


ROOSEVELT 


RACEWAY 


eee 
SHER RRR Re eee 


i 
: 
i 
: 


|LIVE IT UPI—Copy stresses half a 
|dozen conveniences of Roosevelt 
Raceway in a series of small-space 
ads being used on sports pages of 
| New York dailies. 


|/ment, radio and tv stations may be 
|contacted and special “No Racing 
Tonight” spots substituted for reg- 
ular announcements. 

Occasionally, also, mid-season 
changes are made in the number of 
races, or in starting post time, 
which necessitate overnight chang- 
es in newspaper ads and radio and 
tv spot announcements. + 


‘Hot Rod’ Boosts Price to 35¢ 

Hot Rod, Los Angeles, will in- 
crease its newsstand price fron 
25¢ to 35¢ beginning with the Sep 
tember issue. Increase in price 
stems from the addition of a 16- 
page pictorial section devoted to 
outstanding hot rods, the publish- 
er said. The section will be a reg- 
ular feature. 


McConnell Joins ‘Flower’ 

Jim McConnell, formerly a rep- 
resentative of Prairie Farmer, Chi- 
cago, has been appointed an ad- 
vertising representative of Flower 
& Garden, Kansas City, Mo. He 
will cover a midwestern territory 


Bastord Adds Account 


Middle Atlantic Transportation 
|Co., New Britain, Conn., has named 


IG. M. Basford Co., Cleveland, to 
|handle its advertising. Middle At- 
| lantic had no previous agency. 


roe 

NBS Ris 

PNAS UT RIGHE 
PRIVAC 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you | 
need our 
INSURANCE 

devised especially to take the sting 
out of these ceses. it's ‘-?. 
inexpensive and it does a4 
adequete! 


WRITE FOR DETAI nec TES 
EMPLOYERS REINSURANCE 


ae CORPORATION | 
_ INSURANCE EXCHANGE 
KANSAS CITY, MISSOUR! 
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GET TO THE FAMILIES ON THE UPPER CRUST... 


GET IN THE TRIB 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy ‘wice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market ... get more sales results 

per dollar of advertising ... get in the TRIB! 


NEW YORK 


Herald Tribune 


230 West NV: 
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Russell, Clarke Form Agency (ida operations to form Russell 
Lynn B. Clarke and George P.|Clarke Inc., 806 Times Bldg., St. 
Russell have combined their Flor-| | Petersburg, an advertising agency 
- | specializing in merchandising and 

|public relations services in the 
home building and real estate 
field. Before coming to Florida, 
Mr. Clarke was with Time Inc. in 
Chicago and New York. Mr. Rus- 
sell was formerly vp and general 
' — | sales manager of George R. Davis 
THE SANO(K WOOD CNGRATING O8., INC. / $42 5. DEARBOEN ST. / MEMES | Construction Corp., St. Petersburg. 


Or Source or outstanding 
‘WOODCUT iMustration. 
Specimes palntp and 
complete ‘formation 
oon «cll 


the hard way! 


Gravure positives for na- 
tional advertising must be 
made and proved, the right 
way, to fit the stock and 
running requirements of the 
publication. For America’s 
finest—whether gravure or 
letterpress — it’s 


Coutns, Wier a Elutcuines, inc. 


333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


28% of Department, Specialty Shops |! 
Use TV, NRDGA Survey Indicates 


‘Some Make It Work; 
Others—Like Us—Don’t,’ 
One Store Reports 


NEw York, July 31—If telecast- 
ers are looking for fresh fields to 
conquer, they might try depart- 
ment and specialty stores. 

This is the initial reaction one 
gets from analyzing the results of 
a National Retail Dry Goods Assn. 
study on tv as an advertising 
medium for its members. This sur- 
vey covered a “representative 
sample” of high and low volume 
stores in large-to-small cities, 

Only 28.5% of the 200 stores 
responding to the questionnaire 
indicated that they were current- 
ly using tv. However, NRDGA 
warned, “This figure should be ap- 
proached with caution, since stores 
which are using television would 
naturally send in the questionnaire, 
while many stores which are not 
using tv would merely ignore it.” 

Most popular type of video buy 
for the retailers was station breaks. 
Next in line was program spon- 
sorship; last came participation 
buys in programs sold to several 
advertisers. Heaviest specific use 
was to ballyhoo sales events, the 
study revealed. 


® Most of the stores set their pro- 
gramming sights on the female au- 
dience, usually with various day- 
time shows. If a special play was 
to be made for the male viewers, 
many of the retailers bought news- 
casts and sports events, primarily 
on Saturday afternoons and eve- 


nings. 
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Their preference for live shows 
was marked. Of the store sponsored 
programs tabulated by NRDGA, 
73.5% were live, and 26.5% film. 
Most popular program lengths 
were 15 minutes, 30 minutes and 
five minutes—in very close order. 

Preference as to days of week 
broke down as follows: 


Since this spring study covered 
200 stores, there was a wide vari- 
ation in budget size. One big city 
store reported an annual expendi- 
ture of $250,000. One small south- 
ern store presented a live fashion 
show each week with a total outlay 
of $75—$12.50 for production 
(models were recruited from the 
store’s staff and a buyer was the 
commentator) and $62.50 for time. 

Three-quarters of the reporting 
stores spent less than $300 per 
week on tv; 10% budgeted more 
than $1,000 weekly on the medium. 


® Production reins on the shows 
were handled by: Store staff— 
47.8%; advertising agency—30.4%; 
station personnel—21.8%. Com- 
mercial copy was prepared by: 
Store staff—57.1%; advertising 
agency—30.6%; station personnel 
—12.3%. 

When asked if they used film 
commercials supplied by manufac- 
turers, the stores replied: Often— 
7.7%; occasionally—64.1%; never 
—28.2%. 

However, 87.9% added that they 
would use more such films if they 
were available; 75% said they 
would use slides if the manufactur- 
er provided them. 

Who—on a policy level—decides 
whether or not a store will use tele- 
vision advertising? In most cases 
the advertising manager or general 
merchandise manager is the key 
figure; in almost as many instances 
the person responsible is the presi- 
dent or sales promotion manager. 

Nearly as many stores indicated 
they used tv for institutional 
prestige (48.7%) as for immediate 
sales results (51.3%). 

Some 10.5% of the respondents 
said they planned to raise their tv 
budgets; 2.6% were scheduled for 
a drop. Half expected no change, 
and nearly one-third were unde- 
cided. 


s Among the random store com- 
ments noted in NRDGA’s digest of 
the study: 


e Ohio—“High cost. Difficulty in 
local programming.” 


e California—“It is very difficult 
to measure results of a purely in- 
stitutional type of message, Our ID 
spots are used primarily to tell 


| people about our sale—where it is 


| 


and when it is. Nevertheless, we 
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THREE PRONGED—When Richard N. 
Meltzer Advertising, San Francis- 
co, got the Simca auto account for 
Northern California it found the 
car appeals to three types: Posh la- 
dies, adventurers and the economy 
minded. Result was this ad aimed 
at all three customers. 


still feel that tv is important to us 
for these annual sales and plan to 
continue using it in the future.” 


e Georgia—“This show is pri- 
marily a show of ladies’ ready-to- 
wear, but also includes men’s wear, 
children’s wear and gift items. It 
has served to draw into our store 
people whom we never reached by 
any other means—especially the 
woman who is a customer for bet- 
ter dresses. Tv affords us a cov- 
erage that is simply not available 
through newspapers, unless we 
were to use some 10 to 15 dif- 
ferent mewspapers—some daily 
and some weekly.” 


e Oregon—“Apparently there is 
no ‘typical’ store. Some seem to 
make it work—others, such as our- 
selves, don’t. We have hopes, but 
not very specific ones.” 


e Arkansas—“Very good method 
to show merchandise—but compe- 
tition from national shows is 
rough.” 


e Illinois—“Vital in our trading 
area due to size, competition, 
growth, cost of newspaper space.” 


e Ohio—‘For our purpose an ex- 
cellent medium for the presenta- 
tion of live fashions—an oppor- 
tunity to enhance our fashion 
prestige. With the coming of color 
a new field will open up, vastly 
improving our opportunities in the 
fashion field.” + 


Israel Named WAAM Manager 

Larry H. Israel has resigned as 
vp and general manager of WENS, 
Pittsburgh, and of KMGM-TV, 
Minneapolis, to become general 
manager of WAAM, Baltimore, ef- 
fective Aug. 5 when Westinghouse 
Broadcasting Co. assumes owner- 
ship of the tv station. Ken Carter, 
vp and general manager under 
WAAM’s former ownership, al- 
ready has announced his resigna- 
tion. 


The £1 Paso Times 


An Independent Newspaper 
Merning and Sundey 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


DRUG SALES 


24 counties of West Texas 
and New Mexico 


$27,137,000 


Two separate newspapers cover 
this rich market 
at one low rate. 


El Paso Herald-Post 


A Scripps-Howard Newspoper 
Evening 
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What Good Are 
Agencies? ANA's 
Quiz Asks Media 


(Continued from Page 2) 
are coming at a satisfactory rate. 

The media questionnaire asks 12 
questions, mostly revolving around 
compensation. 

Media are asked how important 
are the following services per- 
formed by agencies: (1) Stimu- 
lating increased use of advertising; 
(2) developing new advertisers; 
(3) assuming credit responsibility; 
(4) simplifying mee: prob- 
lems. 


= Media men are asked whether 
the 15% is a satisfactory method 
of compensation, what they con- 
sider the strongest arguments for 
and against the 15% system, and 
what their companies would lose 
or gain if the system were abol- 
ished. 

The questionnaires already have 
gained a certain amount of atten- 
tion—and some derision—because 
of hypothetical examples on which 
recipients are asked to comment. 
The media questionnaire is no ex- 
ception. Media men are asked to 
say which of three alternative sys- 
tems they prefer: 


e 1. The’ conventional system. 
Media charge is $10,000; agency 
commission is $1,500. Net media 
income is $8,500. Agency charge 
to advertiser for service (accord- 
ing to the example) is nothing. 
Cost to the advertiser is $10,000. 


e 2. The commission has been re- 
duced (to 5% in the example), 
and the advertiser compensates the 
agency on a fee basis. Now the 
media charge is $9,000; agency 
commission is $500. Net media in- 
come is still $8,500. Agency charge 
to advertiser for service is $1,000 
(“or other agreed amount”); cost 
to advertiser is $9,000 plus agreed 
charge by agency. 


e 3. The third alternative provides 
that the medium grant no commis- 
sion, that the advertiser pay the 
agency for its services, and that 
the advertiser be able to buy space 
or time at net rates. The media 
charge is $8,500. There is no agen- 
cy commission. Net media income 
is $8,500. The agency charge to the 
advertiser is $1,500 (“or other 
agreed-upon amount’’). The cost to 
the advertiser is $8,500 plus agreed 
upon amount to agency or—if the 
company placed ads direct—its 
own costs. 

Media men are also asked if they 
think the volume of advertising 
in their medium would be affected 
if the 15% commission were 
dropped by all media. 

They also are asked (1) if they 
think there will be a change away 
from the commission method, (2) 
if they think agency profits are too 
low, reasonable or too high. They 
are asked to nominate problems 
they think significant in the ad- 
vertiser-agency-media working re- 
lationship, # 


King’s Foods to Lynch, Hart 

King’s Food Products, St. Louis, 
has appointed Lynch, Hart & 
Stockton Advertising Co., Clay- 
ton, Mo., to handle its advertising. 
Products include King’s fresh 
frozen tamales and Rinck’s barbe- 
cue beef. Radio, newspaper and 
transportation ads are being used 
in the initial promotion. 


Gurley Joins Olin as VP 

Sam Gurley, formerly vp of 
sales of H. K. Porter Co., Pitts- 
burgh, has joined Olin Mathieson 
Chemical Corp., New York, as vp 
of sales of its Olin aluminum divi- 
sion. 


Cannes Film Festival | 
Set for Sept. 21-26 


The fourth annual International | 
Advertising Film Festival will be 
held in Cannes, France, Sept. 21- 
26. International Screen Adver- | 
tising Services, which ae a 
the annual festival, is working in 
conjunction with the International | 
Screen Publicity Assn. to organize | 
the 1957 festival. 

All entries must advertise a| 
product or service and must be| 
designed for movie exhibition or | 
commercial tv. To enter, films 
must be sent as temporary exports | 
by air to Le Directeur, Festival 
International du Film Publici-| 
taire, c/o Societe Anonyme des 
Transports Industriels Routiers, 5, | 
Rue de Colmar, Cannes (A.M. ),| 
France. Closing date for receipt of 
films is Aug. 31. Entry fees oa 
5,000 French francs per film, and} 
10,000 francs per series. 
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HIGHEST RATE 


In STANDARD three 
station markets, 
KUTV, Channel 2 
Salt Lake City is the 


STATION IN AMERIGA 


And, in the highly competitive 
Salt Lake Intermountain Market 
where all three networks 

have separate affiliates . . . 
Every season of the year... 
Every way you look at it... 


KUTV is the No-I station in the 
Salt Lake, Ogden, Provo Market! 


NOV. 1956 
KUTV 2.39.9% 
Sta. A 34.2% 
Sta. B 29.9% 


Brent Kirk, Station Mgr. @ Robert Smith, Nat'l Sales Mgr. @ Represented nationally by Avery-Knodel, Inc. 


‘geo , 
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FEB. 1957 


KUTV 2 39.8% 


Sta. A 34.0% 
Sta. B 32.4%, 


JUNE 1957 
KUTV 2 41.0% 


Sta. A 33.5% 
Sta. B 31.0% 


These facts are based upon 

the American Research Bureau 
Television Audience Reports .. . 
November, 1956; February, 1957; 
June, 1957; only service ordered 
by all three Salt Lake TV Stations 
serving 212,000 television homes. 
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made by the utili- property tax bills will be based, 


pansion of properties 
$9 million from last year. 


tions to plants and ex 


By WILLARD HASELBUSH 
Denver Post Business Editor ties in the last year. 
Biggest increase went to the Public Service Co. of Colo- The Rio Grande’s as 
the la t ty t tate. 
rgest proper axpayer Is the state. with $55,600,900 jast year, for @ 
Seaman © 


tions, expanding aS never 
rado, far and away 
ent of Public Service properties was 
Chairman John R. 


Colorado's public utility corpora 
before to keep pace with the state's population and business The total assessm 
ed at a record $370,954,050 Saturday for 1958 $85,347,190. That was more than $11 million over the utility 
firm's assessment of $73.8 million two years ago, and a jump uations of the state’s 247 utilit 
hearings- He said he is convi 
perty taxes ne 


fair share of pro’ 
Other companies wi 
Pacific Northwest Pipe 


boom, were valu 


property tax purposes. 
by the Colorado tax commission of more than $6 million in the last year. 
Co. edged out 


The record valuation set 
of $23,620,000, or 13.6 pet.. over the total The Mountain States Telephone & Telegraph 
the Denver & Rio Grande Western Railroad for the first time 


was an increase 
year. 
itself was 4 record, reflecting the quickening to become Colorado's second largest taxpayer. 
on addi- The Mountain States assessment for 1957, on which 1958 $7,217,830; American 
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The increase was based 
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olorado, Climate Capital of the Wor 


Denver, C 


— 


are buyin 

Those are 4 
lights of facts § 
Denver metropo 
turned up in 
annual consume 
survey of the | 
by The Denver 

The survey invol 
interviews with 3 
in all sections © 
politan area. 

The scientific 
survey covered 
sample of the © 
00 families in 4 


ED FOR MOTORIZED BANKING 
savings and checking account tellers. More than 100 free 
will be provided for bank cvs- 


off-street parking places 
present site of the Loop Market which 


OUTDOOR TELLER BOOTHS SLAT 


ovement slated 
4 institution. 
in the | tomers on the 
is to be razed. 


This drawing shows the $2 million impr 

for Central Bank to make it @ “motor age 
In the foreground are drive-in teller windows, 
is the “rotunda” building which will house all 
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Advertising Age, August 5, 1957 


August Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


r Payes a ns Lines 
July duly Jan.-July Jan.-July July duly Jan.-July dan.-Juiy 
1957 1956 1957 1956 1957 1956 1957 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies (July) 
CommQMD Seccceccceseses 9.5 7.8 117.0 106.6 3,990 3,276 49,140 44,772 
Cus osemes | PP 55.0 62.6 502.3 552.5 23,595 26,883 215,496 236,585 
Be PITT TTT Ieee 16.5 29.7 180.4 215.6 16,469 29,657 180,422 215,571 
LGR MeeRE Ens ccccccececs 273.55 312.0 2,470.8 2,641.0 185,972 212,160 1,680,116 1,795,873 
Lege SeeaSeeccccccccccccses 97.8 103.9 1,012.6 890.6 66,484 70,679 688,575 605, 
OG Wescedoccccccce-s 230.0 229.2 19124 1,866.9 96,600 96,264 803,208 784,098 
CO ee 185.0 179.3 2,420.4 2,503.3 79,382 76,907 1,038,362 1,073,893 
Presbyterian Life ............ 5.4 5.3 68.1 82.8 2,285 2,216 28,649 34,793 
i ae 2.5 3.7 82.5 100.7 1,029 1,570 34,633 42,275 
Saturday Evening Post ........ 1748 170.1 1,936.5 2,075.0 118,837 115,693 1,316,819 1,411,019 
Saturday Review ............ 38.3 34.8 493.2 471.5 16,087 14,616 207,826 200,729 
LS 4.9 32.7 207.1 178.3 48,728 35,441 224,660 193,448 
Sports Illustrated 95.9 45.8 928.3 604.8 41,076 19,594 398,095 259,863 
EE RaAehbvUebRevececcree 222.0 224.0 1,934.0 2,064.6 93,193 94,113 812,261 867,187 
Ly RPS rue 31.4 22.8 304.7 205.1 5,722 4,150 55,455 37,312 
U.S. News & World Report . 170.2 179.0 1,8049 18144 71,488 75,193 758,036 762,040 
re Tae 2 1613.0 16,1948 16,1581 854,468 848,755 311,331 9,468 
a four issues in July 1957 and five issues in July 1956. ¢ Five issues in July 1957; four issues 
in July 1956. 
no Pages — = Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. Jan.-Aug. 
1957 1956 1957 1956 1957 1956 
Women's 
Bride's Magazine ........... — oe 539.0 469.0 340,648 296,408 
Everywoman’s Magazine ...... M41 22.4 163.0 242.8 6,055 9,593 69,926 104,174 
Family Civele .............. 41.4 441 352.5 431.2 17,761 18,919 151,223 184,985 
Ladies’ Home Journal ....... 67.7 70.4 814.2 759.7 066 47,845 553,629 516,589 
McCall's ........- beers vows 51.0 51.3 663.3 566.9 34,692 34,916 451,042 385,507 
§Modern Bride ............ a ae 468.1 426.5 295,239 269,548 
?Parents’ Magazine .......... 54.1 54.0 467.0 419.0 23,289 23,237 201,085 180,240 
EE Udasdebsasecccess 21446 221.6 924.2 943.3 145,918 150,670 628,459 641,453 
Western Family: 
Southwest Edition ......... 17.6 18.2 162.6 189.9 7,563 7,807 69,775 81,434 
Mountain Edition ....... 15.0 16.6 347.9 174.3 6,456 7,148 63,464 74,835 
#tNo. Calif. Edition ....... 16.4 18.1 154.6 181.7 7,017 7,782 66,365 77; 
Northwest Edition ........ 14.4 18.0 153.8 189.1 6,198 7,720 66,024 81,150 
Woman's Day .........6--5055 27.7 41.7 276.9 370.8 11,888 17,908 118,780 159,066 
rere “REZ “S257 GEO “TRIOT “293,232 “SiO 895 “287986 ~“2819,404 
§ Published quarterly in January, April, July and October. { Includes Shopping Scout Section linage. 7 Not included 
in totals. 
General 
tAmerican Artist ............ — se 180.9 189.0 75,930 79,360 
American Forests ........... M1 10.5 125.5 128.1 5,922 4,410 52,710 53,816 
American Legion ............ 13.1 16.8 121.0 147.3 5,506 7,059 50,797 61,865 
59.0 53.8 487.2 466.9 17,346 15,802 143,214 137,187 
15.0 “49 151.4 144.4 6,443 6,417 x 61,975 
23.4 20.4 238.7 239.1 9,825 8,573 100,257 100,463 
23.1 23.6 275.9 264.6 9,927 10,131 118,388 113,540 
6.4 5.2 48.2 50.6 2,703 2,221 20,265 21,263 
25.0 19.0 292.0 199.0 4,500 3,420 52,560 35,820 
25.6 16.5 187.0 158.8 10,983 7,061 80,239 68,139 
29.5 30.5 316.9 289.2 1,492 1,533 15,451 14,287 
54.4 50.2 512.0 490.8 37,034 34,186 348,203 333,764 
10.8 10.4 98.9 104.9 ,650 4,473 42, 45, 
29.7 32.8 475.0 488.3 20,230 22,352 322,853 331,772 
11.8 14.8 128.6 135.4 8,134 10,199 88,531 93,169 
16.5 15.8 148.6 198.3 6,916 6,650 62,412 83,384 
BIRR. dnvecceesvoncecs 20.3 17.3 215.0 207.6 8,181 6,954 560 86,696 
i b.. Re TrTIee a ce 211.6 189.3 93,295 83,496 
Harper's Magazine .......... 24.0 22.6 245.3 249.7 10,090 9,520 103,052 104,882 
SEE sueh0es scodsrsversee 53.9 38.8 708.2 609.9 36,680 26,363 481,584 414,736 
Improvement Era ............ 18.0 22.1 193.4 211.3 7,518 9,276 81,246 88,735 
timstructor ... 6.666 ccc nee oe —— 177.1 169.8 121,317 116,216 
Motor Boating .............. 90.8 91.5 1,129.7 1,088.5 53,410 53,851 663,922 640,076 
National Geographic .......... 21.7 19.0 350.0 319.5 5,170 4,452 83,293 56,030 
0) Peer 5.9 14 79.8 12.9 2,485 588 33,509 5,481 
Popular Photography ......... 89.9 70.8 651.0 658.4 37,758 29,736 273,420 276,528 
PEE Robccscccacecses 13.3 14.3 156.0 163.7 5,708 6,114 66,966 70,283 
SET EER Gh abs obd00.0 00004 12.3 7.5 100.2 67.0 5,285 3,207 42,996 28,755 
DER kuWesapwoccesieces 25.8 21.9 238.6 199.3 11,062 19,399 102,343 85,511 
Rotarian 2. ccc cece cc nnune 46 5.0 77.6 55.4 1,934 2,092 32,618 23,362 
See .. 11.6 10.4 53.5 48.4 4,982 7,022 22,987 32,562 
ED nnsntd 56000000900 43 — 71 ae 1,839 ae 29,827 
Town & Country ............ 26.5 37.6 418.0 442.3 16,737 23,767 264,189 279,529 
THUD sccccccvcesccess 26.7 22.0 234.7 204.6 11,457 9,396 100,705 87,753 
Yachting 78.5 81.8 954.1 935.2 46,158 48,093 551,011 549,892 
Total Group .... 6.6.66 600s 847.2 786.3 9,736.0 9,220.9 402,199 388,120 4,744,259 4,558,678 
t Not published in August. 4 Not included in totals. { Published bi-monthly; figures shown are for July-August issue 
and are not included in totais. § Formerly Christian Advocate (weekly); changed to Together (monthly) in October 
1956. Changed from a 414-line page to a 429-line page in May 1957. 
Home 
American Home .... oudees 47.8 65.9 590.9 495.1 30,206 41,633 312,890 373,474 
Better Homes & Gardens > 65.0 75.0 992.0 1,088.0 40,799 47,432 626,835 687,658 
Flower Grower ............5. 28.6 30.1 403.4 435.3 11,995 12,659 169,388 182,856 
House & Garden ............ 27.9 29.0 510.7 554.2 17,675 18,336 322,811 350,300 
House Beautiful .......... 45.3 41.8 732.8 790.8 28,610 26,391 463,135 499,786 
Household . 2... 6 6c ccs cne 24.2 28.0 287.2 327.5 10,893 12,024 130,093 140,494 
Living For Young Homemakers . . 28.6 25.6 492.3 535.6 18,018 128 310,149 337,428 
Popular Gardening 27.2 29.2 365.3 366.2 11,431 12,265 153,414 153,796 
Sunset Magazine ......... 83.3 105.9 975.5 1,135.5 39,312 44,494 414,105 477,660 
Total Group ........ 377.9 “4305 53501 “5,728.2 ~ 208939 “231,362 “2,589,930 ~ 3,203,452 
Fashion 
GRIM. cdcevcscess 76.6 78.9 695.7 727.9 32,861 33,848 298,455 312,269 
Glamour en bos 122.4 99.7 697.2 693.2 52,516 42,777 299,098 297,371 
Harper's Bazaar .... 82.5 107.0 669.7 706.5 52,176 67,636 423,340 446,593 
Mademoiselle ............ 262.8 286.4 787.7 872.8 112,741 122,866 337,923 374,431 
WEED scnadcdscnenersss. : 137.8 163.4 1,038.2 989.8 87,123 103,292 656,151 625,614 
PB nciscse.. . S821 “8354 “SRS “T9902 “FIA? ~ 370419 “2,014,967 “2, 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 2.6 28.2 2436 2347 12,271 12,119 104510 100,713 
Modern Screen ............ 23.8 25.6 2032 2336 10,196 10,971 87,164 100,206 
Screen Stories ............ 204 201 1570 1848 8,766 8,606 67,427 79, 
Fawcett Women's Group: 

Motion Picture ........... 16.0 18.0 135.2 128.6 6,845 7,752 58,020 55,174 
True Confessions .......... 22.7 21.0 194.1 160.8 9,725 8,957 83,252 68, 
Hillman Romance Group ...... 0.3 0.7 1.7 14.7 141 299 5,151 6,377 
Hillman Women's Group ...... 22.1 18.7 161.4 132.5 9,498 8,049 69,397 56,995 

Ideal Women's Group: 
Intimate Story ..........- 12.4 Ll 129.8 129.3 5,312 4,755 55,637 55,468 
Movie Life ...... deccesees 19.5 14.3 160.9 147.0 8,355 6,151 68,986 63,056 
Movie Stars Parade ........ 19.4 144 1585 147.2 8,339 6,165 68,025 63,172 
Personal Romances ........ 12.4 10.7 129.0 128.7 5,312 4,580 55,370 55,178 
TV Star Parade ........... 147 9.5 126.3 109.7 6,321 4,067 54,196 47,066 
Secrets Romance Group 
Revealing Romances ........ 16.4 13.2 136.1 122.3 7,025 5,656 58,410 52,462 


Pages — Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug Aug. Aug. dan.-Aug. Jan.-Aug 
1957 1956 y 956 1957 1956 1957 1956 
Qos cance ctmdneoencsse 16.5 13.8 137.6 126.0 7,081 5,917 59,035 54,059 
tConfidential Confessions 16.4 13.5 74.9 65.1 7,025 5,809 32,154 27,919 
SSltver GOED pccccocesicsee 15.3 12.8 112.0 96.4 6,552 5,509 48,081 41,372 
True Story Women’s Group: 
MOOT 32.6 39.8 296.0 325.4 13,980 17,073 126,989 139,611 
True Experience ........... 15.2 25.9 133.3 192.1 6,532 11,120 57,196 82,406 
True Love Stories ......... 15.1 25.0 132.5 190.5 6,494 10,725 56,859 81,741 
True Romance ............+ 14.3 24.8 130.6 191.9 6,118 10,660 56,011 82,335 
Weel. BH. 6a cebisecccicee 4 53.3 499.2 Ry 3 21,571 22,878 214,167 203,040 
TV-Radio Mirror .......... 23.2 112.8 5,523 9,944 48, 78,369 
| an 437.6 35767 3, nF 3 “W7e982 “Wes e7z “1534453 ~“1594,796 


NOTE: Figures for each publication in the Dell, 


Fawcett, 


Ideal and True Story groups include all advertising carried 


by the group as a whole PLUS additional advertising carried by each individual publication. ¢ Published bi-monthly; 


figures shown are for August-September issue. { Published bi-monthly; 


Business (August)$ 

tDun’s Review & Modern Industry 66.2 57.4 621.8 
PEUNEE 2 iis co crweeccesoccces 149.8 133.0 1,422.3 
Nation's Business .......... 33.7 27.2 406.9 


Total Group 


alternates with Screenland. 


“R97 “276 FASO “ZiT “36899 “I3L126 13534889 1,299,315 


§ Because current month linage figures for several publications are not yet available this group is broken into an 
August section and a July section. ¢ Changed from a 616-line page to a 420-line page in November 1956. 
r Pages _— Lines — 
July July Jan.-July Jan.-July July duly dan. -July dan.-July 
1957 1956 1957 1956 1957 1957 1956 
Business (July) 
#Barron’s ..... YTTTittTe 8 65.5 564.0 2 48,392 42,973 369, 368,167 
Business Week ...........55: 389.2 368.7 3,563.1 3,350.5 163,481 154862 1,496,519 1,407,189 
tFinancial World ............ 45.4 34.6 423.6 2 20,686 14,530 177,934 163,079 
POE -Sebndbeseccecsecenns 50.5 48.3 484.5 449.5 21,192 20,293 203,441 188,782 
ee 16 GAL2 “TiBs2 ~205,359 “189,685 1,877,894 “1,759,050 


# Not included in totals. { Five issues in July 


1957; four issues in July 1956. 


Magazine Linage Trend Fisres in thousands 


WEEKLIES 
1957 
Jury [854 | 
JUNE ||,26 7 } 
1956 


WOMEN'S 
1957 


UG. 


1956 


Sit 


AUG. 


BUSINESS 
1957 


JULY 
JUNE 


FASHION 
1957 


AUG. 
sury [ 92 


1956 


> . . Aug. 
1957 1956 1956 
Youth 
rer rT 39.0 37.6 239.3 205.1 
Boys’ Life ....... > A 20.9 22.8 222.8 217.0 
SE ON heeds: coven ss — 79 115 
tScholastic Magazines ........ — os 216.5 200.5 
Scholastic Roto ............ — ao 36.2 32. — 
Total Group .............. 599 ~ 604 ~ 722.) — 661.2 ~ 30,948 
t Not published in August. 
Outdoor & Sport 
American Rifleman .......... 59.9 548 4019 437.4 25,709 23,500 172,402 187,645 
Field & Stream ............ 50.6 57.8 564.0 571.0 21,710 24,814 241,967 244,942 
Fur-Fish-Game .... 14.6 14,7 143.5 146.0 6,268 6,309 61,507 62,644 
ese cients cen ess 25.9 33.5 199.4 210.6 11,119 14,092 85,561 90,068 
4g Batereep parades 51.4 53.2 565.1 573.1 22,045 22,805 242,421 245,849 
Sports Afield ............... 42.6 49.6 483.6 494.2 18,254 21,027 207,475 211,998 
ee er 95.0 “2630 23375 “TOS,105 ~“1i2547 “1011333 “1,043,146 
Mechanics & Science 
Mechanix Illustrated ......... 55.0 56.0 538.6 526.8 12,308 12,538 120,637 118,014 
Popular Electronics .......... 48.4 36.1 458.7 352.0 10,842 8,086 102,749 78,848 
Popular Mechanics .......... 889 87.0 909.3 1,027.9 19,922 19,495 203,694 230,244 
Popular Science ............. 75.5 87.6 841.3 960.3 16,911 19,614 188,455 215,116 
H#Science & Mechanics ...... 63.5 72.0 342.0 367.0 14,232 15,898 76,376 82,238 
ae 267.8 266.7 2,866.9 2,867.0 ~ 59,083 ~~ 50,733 , 642,222 
# Not included in totals; figures shown are for July-August issue 
Detective & Fiction 
SEE do csanckavdae dees 6.0 2.0 98.1 107.2 2,616 3,986 42,087 45,993 
Dell Men's Group ........... 8.3 9.9 78.4 93.3 3,562 4,228 33,649 40,007 
Thrilling Fiction Group ...... 9.0 6.5 65.1 53.9 2,008 1,455 14,589 12,083 
ea B33 B34 216 Bea wise 3,669 3 98,083 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
The American Weekly ........ 53.6 41.6 477.2 442.7 45,549 35,336 405,601 376,252 
Family Weekly .............. 39.9 20.7 353.8 228.3 33,974 17,627 300,826 194,041 
ee 57.1 44.9 540.3 508.1 48,562 38,183 459,263 431,853 
This Week Magazine .......... 60.6 58.3 660.4 622.2 $1,527 49,589 561,332 528,879 
WH GR. 5 edits iaecccx 2112 ~ 1655 ~2031.7 18015 “179612 ’ “Tri tz “153105 
“july duly Jam-duly  Jan.-duly “duly hs ~ y 
y * y Jan.-July Jan.-July 
1957 1956 1957 1956 1957 1956 1956 
Newspaper Sections (i) {Jaly) 
(All cther newspaper sections and 
#tChicago Tribune Magazine . . ary 98.2 902.9 913.5 63,502 83,456 767,496 776,512 
tFirst 3 Markets Group ....... 34.5 44.2 334.4 347.4 29,325 37,570 284,198 295,248 
tNew York Times Magazine ... 97.7 1005 15026 1,587.5 83,028 85,411 1,277,217 


Total Group 


issues in July 1956. 


206.9 “229 ZIISS “TSA “IIS ESS ~ 206437 “Z32e 91 
% Not. included in totals as it also is a member of the First 3 Markets Group. + Four issues in July 1957; five 


(Continued on Page 46) 
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When it comes to handling ballplayers, no one is in the same league 
with “Mahatma” Rickey. During 60 years in the game, he has discov- 
ered more rookies . .. developed more stars . . . introduced more training 
devices than any other individual. Bases-loaded drama paces The Life 
Story of Branch Rickey, beginning in the current LOOK. 


In covering the world of sports, as in covering the world outside, Look 
focuses on the exciting story of people. The millions who read Look 


CIRCULATION OVER 5,200,000 


He out-lipped Leo Durocher.. . 
un-dizzied Dizzy Dean... 

fed the gas to the Gashouse Gang. 
He’s Wesley Branch Rickey — 


baseball’s most amazing man. 


are interested in that story . . . in finding out what other people are doing, 
thinking, saying, buying. 


It’s this compelling interest in people that helps explain why Look 
readers are good customers ... why LOOK, since 1946, has gained adver- 
tising revenue and circulation faster than any other major magazine . . . 
why Look is such a big, convincing salesman for the products and serv- 
ices of American industry. 
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Advertising Age, August 5, 1957 


=—[—eoCoo Pages ~ —_ Lines et ~ — Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug Aug. Aug. dan.-Aug. Jan.-Aug. 

1957 1956 1957 1956 1957 1956 1957 1957 1957 1956 1 
; azines 458 783 376.0 500.0 8326 14,241 68,333 91,000 
Comics Mag 35.0 380 2750 308.0 6125 6650 48126 53,920 
Americas Comics Group ... 7.0 7.0 56.0 56.0 2,646 2,648 21,168 21,168 60.0 66.5 510.5 610.5 11,160 12,369 94,860 113,553 
Nations! Comics Group: 73.0 83.0 540.0 589.0 13,286 15,154 98,280 107,246 

Red Unt wicseswndoeeeecs 7.0 78 52.6 51.4 2,646 2,930 19,913 19,403 40.0 33.5 361.3 304.5 6,800 5,860 61,412 51,979 

Blue Uae .ooncbdbeoesecs 7.0 5.8 48.1 49.9 2,646 2,174 18,247 18,835 11.0 13.0 122.0 128.0 2,046 - Ro 27,644 

Tctal GIOMP ccccscoecs ict To Ge wr ws 5,252 5,104 38,160 wae 520 420 7195 210.0 9,100 ; , 37,750 
# Not iadoned in totals. 20.0 240 1740 180.5 3,500 4,200 39,722 31,588 
7 68.0 94.0 628.0 730.0 12,376 17,108 114,296 131,846 
Canadian National Weekend Newspapers (Rotogravure Linage) i a a a Re 

Ee 34.7 47.6 475.6 531.2 34,672 47,561 475,605 531,179 50.0 41.0 404.0 288.0 9,100 7,462 73,528 52,416 
tle Gitacudessesccevese “4.9 43.2 455.8 462.4 44,942 43,295 455,885 462,496 55.0 54.0 622.0 565.5 9,460 9,288 106,984 95,546 
{Star TE si sesccdcvecce 62.2 49.6 58.9 506.2 54,405 47,124 513,874 479,867 36.5 30.5 309.5 304.0 6.132 5,124 51,996 51,072 
}Weekend Magazine .......... 70.2 68.6 776.9 718.7 68,382 66,803 757,483 700,758 48.0 62.5 366.5 458.5 8,736 11,375 69,069 83,517 

WHI cdabescetcccs, “Piso “2000 ‘Lve72 “22185 202,401 204,783 “2202847 “2174300 as «= 5 pr 7,826 48,048 <a 
t Five issues in August 1957; four issues in August 1956, + Changed from a 950-line to an 875-line page 345 33.0 2460 215.3 6,279 6,006 44,772 39,176 
in November 1956; figures shown are for July 1957 and 1956. 325 37.0 286.5 300.0 5,525 6,290 48,705 49,000 

, 8.5 1005 577.5 657.5 15,137 17,587 101,061 115,062 

anadian 3 83.5 935 6425 7115 14946 16,736 114917 120,246 
Cc 30.0 39.0 246.0 286.0 5,460 7,098 44,772 52,052 
Canadian Home Journal ...... 37.5 Pe A 4 jeee ayy = meen 2.0 315 2505 3415 4,650 4,836 46,593 59,398 
Canadian H Gardens 29.8 . Y . , , 
ee 2 215 271 2966 3132 14597 18407 203145 212.949 ws --» LIBLT [2355 tnt I ae eS ar ed 

31 30.0 231.7 228.2 14,267 12,875 99,399 97,898 | § Because month linage figures for several pub are yet available this group en i an 
BEEEEE massneuroceess cesses ~~ ie ie 482 4681173 471.927 | August section and a July section. 3 Not included in totals. ¢ Cumulative totals are for May through August, 1956, 
oo — = ‘ , ’ , , t 1957 pages and lines for Military Overseas edition do not include 78 pages of advertising in the Japanese Troop 

English Edition ........... Qs 8S GS 68S 11298 10587 «120,267 «= nieces | ten welch wes replaced ty the Military Oversems edition In March, 1957. 

French Edition ............ 608 628 619.0 667.0 11,056 11,420 114523 121,573 ; Pages — Lines 
Revue Moderne .............- 192 196 1769 1714 13,048 13,334 120,309 116,558 July July Jan-duly Jan.-duly July July —_dan.-July Jan.-July 
Revue Populaire ............. 13.0 161 1463 1895 9,073 12,294 102539 132,551 1957 1956 1957 1956 1957 1956 1957 1956 
RR cso ibnkuse. 19.1 29.7 «= 283.6 205.5 13,408 20,780 144,022 198.459 | Foreign (July) 

Saturday Night ............ 186 4033.7 «185.8 3273.4 7,804 14,149 78,192 119,237 | |. International: 
§Time-Canadian ............ 128.0 168.2 1,085.1 1,375.2 53,760 70,630 455,688 577,570 Sate Giltten a? @l ms wi ams as mm 008 

RE Siz7 “Sad BOLE “SMOZS “WLS “ZI F200085 ~Z7O4006 | spanish Edition... 69.2 594 451.2 4386 47,090 40,460 306,850 298,345 
+ Three issues in August 1957; two issues in August 1956. ¢ Five issues in August 1957; four issues in August | Newsweek: 8 8 ; : , : / ; : ‘ 
1956. § Figures shown are for July 1957 and July 1956. European Edition ......... 62.4 663 447.4 3826 26,215 27,860 187,915 160,720 

tPacific Edition .... 72.0 771 459.3 3208 30,240 32,375 192,920 134,715 
Foreign (August)‘ #Semana.....-..0. 545 75.0 3228 3882 22,890 31,500 235,590 153,030 
Demian Maiheniens Time-Atlantic ......... 112.7 116.0 740.7 663.2 47,285 48,720 311,045 278,560 

Mecant er (Spanish) 30.4 272 2294 1984 6.812 6.083 51,380 44,435 | Time-Latin American ........ 108.7 119.1 719.0 685.0 45,605 50,015 301,945 287,700 

pong ob oy (French) 145 155 2010 2075 3.268 3,472 45.024 46,400 | Tine-Pacific oe... cess, 814 93.9 5822 490.7 36,060 39,375 246,410 248,045 

H#tPopulaer Mekanik (Danish) 8.0 8.0 54.3 32.0 1,792 1,792 . 7,168 on: 

- 107 15.643 ’ Visao (Portuguese) ........ 1355 117.7 7395 615.5 56,910 49,420 310,590 258,510 
ee ee a a S636 | Vision (Spanish) .......... 17.0 140 957 758 7,140 5,880 41,180 31,800 

are pe REGIE ee eee 36.0 46.5 268.0 401.0 5,868 7,579 43,924 65,793 Vision (Mexican) ......... 70.2 62.3 421.1 381.7 29,505 26,180 176,890 160,300 

Argentine . 64.0 535 3805 3655 11,648 9,737 69,251 66,521 We IE hi occ vccsisns jas “W7S Siz? “FSiL0 ~367,445 “363530 2392455 “2,109,540 

Austrian 45.0 50.0 420.0 417.0 8,190 9,100 76,343 77,214 | + Started publication in March 1956. + Not included in totals. 

|Burke Resigns as VP of GOA ‘Knight Is Named in almost every station capacity,| Angeles, For the past six years 
NOVEL - EFFECTIVE | Ulick H. Burke is resigning as vp including promotion, announcing | Miss Medberry has been a partner 


PSYCHOLOGICAL STUNT 


For Chicage Area 
r -~ 


OF Message, 
Report, 
Presentation, 
Trial Offer. 


DELIVER IT BY ARMORED TRUCK 
AND ARMED GUARDS! 


Command attention of business 
head or proper official, and entire 
office by this unusual, sensational 
delivery. Impress value, impor- 
tance, urgency, and your sincere 
desire to sell or serve prospect. 
Our armored trucks and/or 
guards are available at certain 
times for INDIVIDUALIZED 
GUARDED DELIVERY. 
THILLENS CHECASHERS 


Phone SH 3-5140 2351 W. Deven 
ov Chicage 45, Il. 


|in charge of branch operations of 
|General Outdoor Advertising Co., 
Chicago, effective Aug. 15, but will 
remain on the company’s board of 
| directors. Mr. Burke also will con- 
tinue active participation as presi- 
dent of Blackhawk Outdoor Ad- 
vertising Co., Waterloo, Ia., and 
Three B Co., Terre Haute, Ind. He 
has been with General Outdoor 
since it was founded in 1925. 


Erwin, Wasey Adds Safeway 
Safeway Stores Inc., Oakland, 
has appointed the Los Angeles of- 


J. Walter Thompson Co., San 
Francisco, will continue to handle 
institutional advertising for Safe- 
way, and Erwin, Wasey will direct 
the campaign to promote Safeway 


brands. 


A leading candy manufacturer buys a thousand viewers 
for just 38c on KCRG-TV. (Sure we'll tell you who.) 


KCRG-TV 


Channel 9 — Ceder Rapids —Waterleo, lowa— ABC-TV for Eastern lowa 
The Cedor Repids Gazette Stetion 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 


fice of Erwin, Wasey & Co. to han-| 
dle its new S brands advertising. | 


President of RKO’s 
Yankee Network 


Boston, July 30—Norman 
Knight, exec vp and general man- 
ager of WNAC-TV, yesterday was 
named president of Yankee divi- 
sion, RKO Teleradio Pictures, in- 
cluding WNAC 
and WNAC-TV. 

Thomas F. 
O’Neil, president 
and board chair- 
man of the par- 
ent company, 
said: “At the 
present time the 
Yankee network, 
WNAC radio and 
WNAC-TV are, 
Separately and 
together, operat- 
ing at the highest business levels 
in their history. 

“The appointment of Norman 
Knight as president of the Yankee 
Network Division is another con- 
structive move in our expansion 
program.” 


} 
| 


| 


Norman Knight 


® Mr. Knight came to Yankee as) 
exec vp and general manager in| 
November, 1954, from WABD, New | 
York, where he had been general | 
manager. Previously, he was east-| 


\ |ern manager of station relations for | 


Mutual, and before that had served | 


and continuity, as well as sales and 
management. 

Mr. Knight was named one of 
Boston’s outstanding young men of 
1955 by the Boston Junior Chamber 
of Commerce. 

Mr. Knight brought the Boston 
television station to the forefront in 
public service films, originating the 
two documentary films of life 
among the Hungarian refugees, 
‘Suffer the Little Children,” and 
“World Sorrow,” produced at 
Christmas, 1956, in Hungary and 
Austria. The Boston Red Cross and 
the American Red Cross cited Mr. 
Knight and his staff for the pro- 
duction of a film, “River of Life,” 
showing the simple method of 
making blood donations. 

Two years ago, Mr. Knight set 
up WNAC-TV’s special film unit 
to help public service organizations 
and worthy causes. # 


Medberry Named to Cole Post 
Lynn Medberry has been named 

to the new post of marketing di- 

rector of Cole of California, Los 


in Carson/Roberts, Los Angeles, 
and vp in charge of fashion ac- 
counts. She will sell her stock back 
to the agency and join Cole about 
Aug. 15. Miss Medberry’s duties 
will be to coordinate advertising, 
sales promotion, publicity and 
public relations with sales and 
merchandising. The appointment 
follows the resignation of Margot 
Mallory, director of advertising, 
to join Batten, Barton, Durstine & 
Osborn in New York (AA, July 
15). 


Wilks Joins Ajaye Clarke 

John L. Wilks, who operated his 
own Boston agency, has joined 
Ajaye Clarke Associates, San 
Francisco specialist in the Negro 
market. Mr. Wilks will be special 
assistant to Frank E. Clarke, pres- 
ident, and will supervise the agen- 
cy’s public relations department. 
The Clarke agency specializes in 
jthe Negro, African and West In- 
dian markets, with emphasis on 
marketing and sales promotion. 


Imprinting—our specialty! 


@ Magazines 
@ Catalogs 


Sersen’s 


IMPRINTING, Inc. 


@ Booklets 
@ Folders 


Mail sample for Quotation or Phone us to Call 
CHesapeake 3-2050 
120 South Sangamon St. 


CHICAGO 7 


I To reach the ENGINEERING BRAINS of America, use... 7 


The Magazine of the Registered Professional Engineer 


Austin 


American Engineer delivers your message 
to over 43,000 men who control processes, 
methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
43,000 Professional Engineers with each issue. 


NEW YORK, N. Y. 


420 Lexin 
Murray Hill 5-3277 


*Official Publication of the National Society of Professsional 


Engineers. Membership requires registration as a professional 


Engineer. 


2029 K STREET, N.W. 


WASHINGTON 6, D. C. 


Get full market and media information trom: 


CHICAGO, ILL. 
LeStrange Company. inc. 
on Avenue 

Dearborn 2-0248 


LeStrange Company, Inc. 
185 North Wabash Avenue 


BEVERLY HILLS, CALIF. 
Houston & Walsh 

lil N. Cienega Bivd. 
Oleander 5-8326 
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Don't 


UNDERESTIMATE 
the SWEET 
VERMONT 


MARKET! 
INCOME: OVER $500 MILLION 


For market information, write: 
Room 516, Statler Office Bidg. 
Boston 16, Mass. 


VERMONT ALLIED DAILIES 
* Barre Times * Bennington Banner 

* Bu Free Press 
Brattleboro Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Record 


New York, July 30—National 
Broadcasting Co. has started the 
publicity drums beating for its fall 
color tv schedule. 

Again, as in previous years since 
CBS lost out in the compatible 
vs. non-compatible color struggle, 
NBC is getting little help from 
other networks in its campaign to 
whip up public enthusiasm for 
tint tv. 

Columbia will offer a few color 
shows in the fall, but nobody at 
that network seems very excited 
about color these days. ABC, con- 
centrating on being a stronger 
competitor in b&w programming, 
still is not equipped for colorcast- 
ing. 


s Robert W. Sarnoff, NBC presi- 
dent, last week announced that 
NBC will start the 1957-58 season 


i BIG and still growing 


REMARKABLE ROCKFORD 


2 )) 


Best Test City in the Midwest 


134,448 A.B.C. CITY ZONE ui 
_ 441,222 A.B.C. RETAIL TRADING ZONE 


“ROCKFORD MORNING STAR 
Rockford Register-Republic 


Ground is being broken for 
another $3 million factory... 
just part of the continuing in- 
dustrial growth of Remarkable 
Rockford, Illinois. 


New industries continue to come to 
Rockford . . . and companies already 
here continue to expand. That is why 
Rockford has become the NO. 1 City 
in Illinois (outside Chicago) ... and 
a rich market for your products or 
services. Rockford is the 2nd largest 
machine tool center in the world... 
34th in the USA in expendable in- 
come ... 36th in buying power... 
and 13th in total Postal Savings. You 
can get complete coverage of this 
rich market with Rockford’s home- 
owned daily newspapers. Four color 
press facilities are available. 


Represented 
Nationally by 
Burke, Kuipers 
& Mahoney, Inc. 


NBC Beats Drums for Color TV This Fall: 
CBS Quietly Sets Small Color Schedule 


with a color schedule running 67% 
ahead of the previous season’s 
level. There will be an average 
of more than two hours of color 
daily. 

Nighttime color regulars will be 
“Steve Allen Show” (Pharmacraft, 
Greyhound and S. C. Johnson & 
Son), the “Chevy Show,” “My 
Friend Flicka” (tentatively set 
but not yet sold), Eddie Fisher and 
George Gobel (Liggett & Myers, 
RCA and Whirlpool), “Kraft Tele- 
vision Theater,” the new Thursday 
“Lever Variety Show,” Perry 
Como (Kimberly-Clark, Noxzema, 
RCA and Whirlpool, Sunbeam, 
American Dairy, Knomark and 
Polaroid) and “Hit Parade” 
(American Tobacco and Toni). 


® These advertisers pay from 10 
to 15% extra for production 
charges, but there is no premium 
charge for color time. 

In addition to these “regulars,” 
NBC already has booked 26 color 
“specials” for the new season. 
Among them are such returnees as 
the Hallmark dramas, the operas 
and Jerry Lewis, who will star in 
six one hour telecasts for Oldsmo- 
bile. 

Other specials—or spectaculars, 
as they used to be called at NBC— 
include “Annie Get Your Gun” 
with Mary Martin (Pontiac and 
Pepsi-Cola), “Pied Piper” with 
Van Johnson (Liggett & Myers), 
the 75th anniversary telecast of 
Standard Oil Co. of New Jersey, 
to be produced by McCann-Erick- 
son; General Motors 50th anniver- 
sary celebration; a Dean Martin 
show (Prestone); “Eleven Against 
the Ice,” an antarctic film (Tim- 
ken-Detroit Axle division); a 
“March of Medicine” film (Smith, 
Kline & French) and at least one 
of Texaco’s “Command Perform- 
ance” specs. 


® CBS has two color series defi- 
nitely set at this writing. They are 
the Du Pont specs and Delco- 
Remy’s Lowell Thomas film series. 
Du Pont kicks off its season Sept. 
29 with “Crescendo,” a musical 
starring Rex Harrison, Ethel Mer- 
man and Louis Armstrong. Co- 
lumbia makes no extra charge for 
color coverage in most instances. 

| Last year CBS presented an 


THE INQUIRING ADVERTISER: 


* elevati 


average, 80% of this income on consumer goods. 
Mr. Ferguson: Indicative of his vital role in the steadily 
prospering econom 
his standard of living. He is trading himself 
up ... buying more and more consumer goods. 


of the Memphis area, the Negro is 


"Why Am | Missing 
Sales In Memphis 7” 


Answered by John Pepper 

and Bert Ferguson, owners of 

Radio Station WDIA, Memphis 
QUESTION: I understand that I may be missin 


sales in 40% of the Memphis market. How can 
reach—and sell—this market? 
Mr. Pepper: WDIA, the first radio station in the area to 


program exclusively to Negroes, is your dominant sales 
contact with Memphis Negroes . . . who make up over 
40 


® of the Memphis trading area! 
’ Mr. Ferguson: Low Negro newspaper 
Vhs and magazine readership and low per- 
; centage television ownership mean that 
ou can’t effectively sell the Memphis 
<eot.. Negro through these media. 

Mr. Pepper: You don’t reach this market 
with any other radio station, since the Memphis Negro 
listens first and foremost to WDIA. Within one year 
after its change to exclusive Negro programming, WDIA 
jum to first position in overall audience in every 
rated time period. It has maintained top bracket position 
as the most listened-to-station ever since! 

Mr. Ferguson: The 1,237,686 prarese within its radius 

consider WDIA their station. Its all-N staff programs 

exclusively to the Negro’s particular 

tastes, and combines unique personal 

appeal with high-powered salesmanship, 

¥ ~ to capture the Memphis Negro’s listen- 
e phis trading area to you as a unit! 

Mr. Pepper: This sales responsive listen- 

ership is backed by a eri buying potential of 

well over half-billion dollars! With an annual earning 

power of $616,294,100, Memphis Negroes spend on the 


ership and loyalty. WDIA alone can— 
and does—deliver this 40% of the Mem- 


Mr. ee He is buying more because he is earning 
more! Negroes in the Memphis area have a higher com- 
parable income than Negroes in any other region in the 
whole country. According to a 129-city survey by one 
of the country’s o> corporations, Memphis ranks 
first in ratio of total Negro to total white income. In 
Memphis, there is $28.79 of Negro 

income for every $100 of white in- 

come. Over three times the average 

of comparable Negro income in 

Philadelphia . . . almost five times 

that of New York! 

Mr. Ferguson: This high volume . 

market buys 52.5% of all the shortening sold in Memphis 
... 41% of the packaged soaps and detergents .. . 58.8% 
of the deodorants! 


Mr. Pepper: And, before it buys, this Memphis market 
listens —to WDIA! WDIA, the only 50,000 watt station 
in the Memphis area, delivers your sales message to a 
ready-made market of 1,237,686 Negroes . . . almost one- 
tenth of the Negro population of the entire U.S.! 


Mr. Ferguson: Scores of such year-round national ad- 

vertisers as Taystee Bread, Procter and Gamble, Camel 

caperetcs and Blue Plate Foods rely on 

WDIA to create high volume sales and profits 

for them. WDIA consistently carries a larger 

number of national advertisers than any 

other radio station in Memphis! 

Mr. Pepper: With its matchless combination 

of exclusive Negro programming, unequaled 

(ower and coverage, and hard-hitting salesmanship .. . 
DIA sells the Memphis Negro market. 

Mr. Ferguson: And WDIA can be a high powered selling 

force for woul Write us today. Tell us what product you 

want to sell. 


Mr. Cpe: Let us show you how WDIA can deliver 
over 40% of the Memphis market to you ... as a unit! 


WDIA is represented nationally by 
John E. Pearson Company 


Commercial Manager, Harold F. Walker 
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Nielsen Radio 


Current 


Rank Program 


Our Miss Brooks (Lorillard, CBS) 


Gunsmoke (Dodge, Sun., CBS) 


CONNOR ERWN — 


Two Weeks Ending June 22, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Great Gildersleeve (Participating, NBC) 

Jack Benny (Cowles Magazines, alt. 
People Are Funny (Participating, NBC) 
Gunsmoke (General Mills, Sun., CBS) 
Cavalcade of Sports (Gillette, NBC) 


wks, CBS) 


Robert Trout News, 6:55 p.m. (Chevrolet, Sun., CBS) 


Robert Trout News, 8 p.m. (Chevrolet, CBS) 
Mitch Miller, 8:10 p.m. (Pharmacraft, CBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR 


ALL PROGRAMS) 


1 One Man’s Family (Participating, NBC) 
Lowell Thomas (Delco Batteries, CBS) 
News of the World (Participating, NBC) 


Ma Perkins (Lever, first half, CBS) 


OOO CG ON NNN — 


— 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 

Ma Perkins (Lipton, second half, first week, CBS) 

Young Dr. Malone (Lever, second half, CBS) 

Helen Trent (Toni, second half, Tues. & Fri., CBS) 

Young Dr. Malone (Toni, first half, Mon., Tues. & Wed., CBS) 
Nora Drake (Scott, second half, Tues. & Thurs., CBS) 

A. Godfrey (International Minerals & Chemicals, Thurs., CBS) 
Ma Perkins (Scott, second half, second week, Tues. & Wed., CBS) 


Helen Trent (Scott, second half, Mon., & Thurs., CBS) c.cccccccccccseereccccres 
Right to Happiness (Toni, first half, second week, Mon. & Tues., CBS) .... 


3 Johnny Dollar (Lorillard, CBS) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) 
2 Suspense, 4:30 p.m. (Kent cigarets, CBS) 


1 Gunsmoke (General Mills, CBS) 
1 Gunsmoke (Dodge, CBS) 
3 Sports, 12:55 p.m. (Simoniz, CBS) 


radio homes. 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


* Homes reached during all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 15-minute duration, homes 
listening one minute or more are included. 

+ Number of homes is based on 48,150,000, the estimated July 1, 1957, total U.S. 


average of about four hours of 


undoubtedly will have at least that 
much in the coming season, but it 
has not indicated yet which of 
the regular shows will be given 
the color treatment. # 


Mactadden Increases Net; 
Warns of ‘Crucial Period’ 

Macfadden Publications Inc., 
New York, has reported gross rev- 
enue of $9,775,824 for the first six 
months of 1957 and net earnings 
of $442,937. The comparable fig- 
ures for the first half of 1956 were 
$9,081,283 and $310,305. 

In a statement to stockholders, 
Irving S. Manheimer, president, 
said the industry was going 
through a “crucial period” be- 
cause American News Co. has 
gone out of the wholesale distri- 
bution of magazines. “An extra 
burden has been put on the in- 
dependent wholesalers through 
whom we had been distributing, 
and it is hard to forecast at this 
time just what effect this will 
have on our sales,” Mr. Manhei- 
mer said. He added that Macfad- 
den has taken on the distribution 
of several magazines that previ- 
ously had been handled by ANC. 


PRSA Chapter Elects Kaufman 

Ben Kaufman, general manager 
of the Ajax metal division of 
H. Kramer & Co., has been elected 
president of the Philadelphia 
chapter of the Public Relations 
Society of America. Harry Ham- 
mer, manager of pr of Reading 
Co., and Harold LeDuc, vp of Bell 
Telephone Co., were elected vps. 
Robert Van Riper, pr staff super- 
visor of N. W. Ayer & Son, was 
named secretary, and Donald T. 
Sheehan, director of pr at the 


University of Pennsylvania, treas- 
urer. 


color-casting weekly; the network | 


Johnson to American LaFrance 
Kenneth S. Johnson has been 
appointed marketing manager of 
consumer products of American 
LaFrance Corp., Elmira, N. Y. A 
former advertising, promotion and 
public relations executive of Ans- 
co Co., Mr. Johnson will be re- 
sponsible for devising marketing 
plans for the company’s new dry 
powder home fire extinguisher. 


GEE! Gas with 


more power’s for me!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““ WGN-TV = 
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: How PARENTS’ MAGAZINE compares with other magazines. 


Colt Families spending $20 or more per week for FOODS PARENTS’ Ist Tops all magazines! 


Buyers of AUTOMATIC WASHING MACHINES PARENTS’ Ist Tops all magazines! 
Buyers of LIFE INSURANCE PARENTS’ Ist Tops all magazines! 
Owners of one or more AUTOMOBILES PARENTS’ Ist Tops all magazines! 
Buyers of electric CLOTHES DRYERS PARENTS’ Ist Tops all magazines! 
Buyers of electric RANGES PARENTS’ 1st Tops all magazines! 
Buyers of REFRIGERATORS PARENTS’ Ist Tops all magazines! 


— 


Detailed information on other product consumption available on request. 


Warn ‘Keadeng 


PARENTS’ MAGAZINE gives to its advertisers an audience having 
unmatched trust in both its editorial and advertising content. 

The magazine's unique devotion to the needs and interests of families 
with children... its authoritative and practical help in problems of 
daily family life... these are the qualities that prompted readers, 

in a nationwide survey, to rate PARENTS’ Ist among all magazines in 
“solving family problems in general.” 


C Pr06 Commands 


Confidence 


Source: Starch 51st Consumer Magazine Report 


' Ups Sales! 
Everyone agrees that women do most of the buying. ee 


And among women, MOTHERS buy most of all! 
PARENTS’ MAGAZINE reaches twice as high 

a percentage of MOTHERS 18-34 years, as any 
Women’s, Weekly or General Monthly magazine! 
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Media Data File, 


Continued from Page 1) 
changing. All of us need more 
.t ndardization in the maze of con- 
flicting claims thrown at us every 
day. NIAA’s form is designed to 
permit media comparisons on a 
set of standards which our com- 
mittee has spent years developing. 

“Editorial values are being more 
closely studied in media selection 
and where else can this informa- 
tion be obtained? 

“Standard Rate & Data Service, 
the most complete media informa- 
tion now available,” Mr. Freeman 
says, “has a circulation to adver- 
tisers of around 650, I’m told; our 
advertiser membership alone is 
nearly 1,500. And we have lists of 
non-member advertisers who will 
be encouraged to take the file.” 

Mr. Freeman is emphatic that 
the NIAA file would provide a 


“In VIRGINIA 


..BUY the 


ROANOKE 


Television Market!" 


The Roanoke Television Market 
comprises 2% million people, 
over 2 billion dollars retail 
sales, and is generally credited 
with over 300,000 television 
homes. 


One WOBJ-TV program, “Top ‘O' 
The Mornin’ — which is local-live 
against strong network competition 
Monday through Friday between 7:00 
and 8:00 A. M.—has this (largely 
unsolicited) mail record for the first 
quarter of 1957: 


@ 4,496 pieces of mail 


@ 407 towns and cities 
> 72 counties 
7 3 states (Va., W. Va., N.C.) 


for full details, call Peters, Griffin, Wood- 
word—or W08)-Television! 


ROANOKE, VA. 


Owned and operated by 
the Times-World Corp. 


Standardization Is Virtue of NIAA 


Freeman Declares 


service not now available any- 
where else. 

“It would provide the following 
information,” he says, “not now 
available in SRDS, Market Data 
Book, Audit Bureau of Circula- 
tions, Business Publications Audit, 
or any other media statistical serv- 
ice. This information is to include: 

“1, History and background of 
the publication. 

“2. Circulation history for many 
years (to permit one seeing if that 
publication has kept pace with its 
industry). 

“3. Rate history (to see if rate 
increases of that publication have 
been in keeping with circulation 
growth). 

“4. Statement of circulation pol- 
icies; how obtained; selectivity. 

“5. Ratio between copies ad- 
dressed to personal names and cop- 
ies addressed to company names. 


and occupational circulation infor- 
mation available, including sepa- 
rate columns for ‘paid’ and ‘non- 
paid.’ Census of ‘units reached’ 


“6. Most detailed geographical | 


THE CHASE MANHATTAN ‘BANK 


ee 


VARIATIONS ON A THEME—These two ads with similar copy but dif- 
ferent artwork came about when the Staten Island National Bank 
& Trust Co.—about to become part of Chase Manhattan Bank— 
wanted to participate in Chase’s advertising. Problem facing the 
agency (Cunningham & Walsh) was devising an interim campaign 
until the merger was formally announced. Solution: A variation 
| of an already approved grease pencil ad. Artist for Chase ad is 
Howard Wilcox; for Staten Island ad, Harry Graboff. 


also provided. 

“7. Editorial history, including 
questions on: Pages of editorial; 
ratio of editorial to advertising for 
five years; number of fulltime ed- 
|itors; number of parttime editors; 
classification of editorial by types 
for 12 months, and description of 
regular editorial research being 
done. 

“8. Advertising history, including 
|questions on: Per cent of current 
advertisers who have been in pub- 
lication more than a year, per cent 
{of advertising revenue represented 
|by such advertisers and special 
| services offered.” 


| 


that “some of the best talent in 
the association, over a period of 
/more than a quarter of a century,” 
has worked on perfecting the 
NIAA media form. 

“Money, time and effort,” he 
says, “have gone into promoting it 
to publishers and members alike. 
| We feel now that NIAA has cre- 
|ated a capital asset. It needs pack- 
| aging and distribution to assure 
|maximum value to publishers and 
/maximum value to users. That’s 
all we propose to do.” 

On the matter of price, Mr. 
|Freeman says, “NIAA is offering 
the service to publishers cheaper 
peers most of them can print, mail 
|and send with a letter of transmit- 
‘tal themselves. 


“Look at the proposition: a pub- | “Q. What about the publisher | 


|lisher has a four-page form to 
|print; it’s a litho job; he'll want 
|5,000 or 6,000 copies. How much 
can you get such a thing printed 
for? You know, generally. 3¢ post- 
age will be at least another $150. 
Letter of transmittal would prob- 
ably be another $200. Would it be 
saved and used as much as if it 
were in an attractive binder, all 
indexed by industries, classified, 
etc.? 

“There’s another way to make a 
check on whether or not our price 
is reasonable. Take a quick look 
at any catalog prices and check 
the rate for 5,000 or 6,000 circula- 
tion. You won't see any $150 pages, 
or any near that rate. 

“All the savings we will make 
by gang-printing these forms—and 
any tax savings we may have—are 
all being passed back to the pub- 
lisher. If there is anything that 
cannot be said about the file it is 
that it is priced unreasonably.” 


® In a concluding series of ques- 
tions he asks and answers he pro- 
vides, Mr. Freeman stresses other 
vital points: 


“Q. Is this a money maker for 


NIAA?” 

|e “A. It was decided that the 
‘profit angle’ was to take care of 
| iteelf. If a representative number 
of publications file their form with 


NIAA, this will result in some in- | 


creased income to NIAA which 
| will permit the expansion of mem- 
|ber services in several desirable 
| (and needed) ways. It is obvious 
that publishers profit by expan- 
sion of NIAA’s member services 
as much as anyone.” 


| “Q. What about ‘sandbagging’ 
| publishers into this?” 

|e “A. At $150 per page for a file 
|with a year’s life, no one thought 
|this was anything but a bargain 


® On why the NIAA media data | (provided it went to the right peo- | 
>| file is a service no one else could : : . : - : 
|have provided, Mr. Freeman says could do it as cheaply himself, nor| that this file will compete with 


|}ple and was used). No publisher 


as effectively.” 


“Q. With all the changes that 
|occur during a year, how can an 
|annual frequency be of service?” 
e “A. The type of service fur- 
nished in the file requires only 
annual changes. SRDS is monthly 
jand carries current rate card 
changes; there is no need for 
| NIAA’s file to duplicate this fine 
| service.” 


“Q. What about the file remov- 


|ing need for space salesmen?” 

je “A. Utterly ridiculous. The file 
will simplify the work of the space 
salesman (and the space buyer) by 
eliminating a constant need for 
reiterating and explaining basic 
| competitive statistics.” 


|that puts something into his form 
| that is incorrect and harmful to a 
‘competitor? Must a year pass be- 
| fore a correction can be made?” 

e “A. In the first place, the form 
gives no space to say harmful 
things about a competitor. A pub- 
lisher who is so foolish as to mis- 
represent his own publication 
would soon be exposed and would 
be the only loser.” 


“Q. Isn’t this controversy a lit- 
tle like the big howl from pub- 
lishers 50 years ago, when buyers 
of space finally were able to start 
ABC and get reliable and stand- 
ardized statistics on circulation?” 
e “A. Yes. There are interesting 
similarities. But the form goes 
much further and gives the infor- 
mation people want today beyond 
just cold circulation numbers.” 


“Q. But the file cannot be com- 

plete, as many small publishers 
will not participate.” 
e “A. This is a real weakness, and 
we recognize it. Some thought has 
|been given to issuance of a ‘short 
form’ for them. But this has not 
been worked out yet.” 


“Q. Are there any pressure ele- 


ments in this thing?” 

e “A. There is, of course, the fact 
that if one publication from a cer- 
tain field comes into the file, oth- 
|ers in the same field may feel im- 
pelled to do so. However, if they 
do, it will be because they want 
to be represented along with a 
competitor—not because they have 
been ‘sandbagged’ into it. 

“There is another element that 
must be understood. This form, in 
its present state of perfection, is a 
very revealing form. Weaknesses 
}in a publication ‘pop out at you.’ 

(What’s wrong with that?) Could 
that possibly be why some pub- 
lishers are so vocal against the 
| file?” 


| “Q. Does the NIAA board feel 


jany existing service?” 


|e “A, No. This was carefully con- 
sidered. If anyone would show us 
|the information in the file just 
|duplicated other services, we would 


|stop our plans immediately. This| 
|is the very cornerstone on which | 
| we decided to go through with the} 


| plan.” 

| “Q. Then what’s all the fuss 
about? Is NIAA the first associa- 
tion to ever render member serv- 
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ices and charge for them?” 

|e “A. Certainly not. Many asso- 
|ciations have found an area where 
\they can render a service and 
charge a reasonable fee for it. For- 
'tunate is the association that has 
|built up a capital asset over a 
|quarter of a century, such as 
|\NIAA has with its media data 


” 


Mr. Freeman adds, that NIAA 
publish a monthly magazine. This 
has never been seriously consid- 
ered, he says. “It would not be 
needed; the field is being ade- 
quately served today. This is not 
the case in the field of media sta- 
tistics.” + 


WLW-I Names Highberger 

John W. (Jack) Highberger has 
been appointed publicity and pro- 
motion manager of WLW-I, In- 
dianapolis. He previously was pro- 
motion manager of KARD-TV, 
Wichita. 


inquiries 


and 
influence... 
If your product or service can be 
used by municipal and state police, 
just give them the facts in 
Law And Order. One advertiser received 
over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
field of police work—most 
> issues are saved and used in police 
= training programs. 


reaches | readers, 
6.447 we tiphly influential police chiefs 
who can specify your product or service 
and will insist on their choice 
at the point of purchase. 
they have an average of almost $200.000 
to spend. You can reach them all with a 
page poreees is only 242¢ a chief 
Let Law And Order be your salesman. 
Write or call: 


LAW... ORDER 


72 W. 45th ST., NEW YORK 36, N.Y. 
MU 2-6606 


| 
| 


| 


| 
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Minnie R. Dwight, 
Veteran Newspaper 


Woman, Dies at 84 


HoLyoxke, Mass., Aug. 1—Mrs. 
Minnie Ryan Dwight, 84, editor 
and publisher of the Holyoke 
Transcript-Telegram and mother 
of William Dwight, president of 
the Transcript-Telegram and 
president of the American News- 
paper Publishers Assn., died yes- 
terday in Holyoke hospital of a 
coronary thrombosis. 

Mrs. Dwight, who had been an 
active newspaper woman for 66 
years, reportedly was the oldest 
active editor and publisher of a 
daily newspaper in the U. S. She 
had been active in the operation 
of the newspaper until she entered 
the hospital July 30. She succeed- 
ed her husband, William G. 
Dwight, as editor and publisher of 
the Transcript-Telegram after his 
death in 1930. 

After graduation from Hopkins 
Academy, Hadley, Mass., Mrs. 
Dwight taught in the public school 
there for several years. In 1891 
she left teaching to become a re- 
porter and business office assist- 
ant on the Holyoke Daily Trans- 
cript. She learned to set type by 
hand and bought the first Lino- 
type machine, after having seen 
one in operation at the Chicago 
World’s Fair in 1893. 


® As a reporter, Mrs. Dwight 
covered assignments from police 
courts to national politics. She was 
an active woman’s suffragist and 
a leader in community welfare 
activities. In the 1920s, as a mem- 
ber of the Massachusetts old age | 
pension commission, she helped | 
establish the state pension system. 

Among her survivors, in addi- 
tion to her son, is a brother, Ar- 
thur Ryan, business manager of 
the Transcript-Telegram. 


MARY M. DONNELLY 
Boston, July 30—Mrs. Mary 
Mahoney Donnelly, 87, former 


head of John Donnelly & Sons, 
outdoor advertising company, and 
a leader in Roman Catholic char- | 
ities here, died yesterday at her) 
home after a long illness. 

Mrs. Donnelly was the widow | 
of Edward C. Donnelly, who for | 
many years headed the outdoor) 
advertising concern founded by | 
his father. Upon her husband’s | 
death, in 1927, Mrs. Donnelly as- 
sumed active management of the 
company until 1950, when her 
sons, Edward C. Donnelly Jr. and 
John Donnelly, became president 
and vp respectively. 

Interested in many causes, Mrs. 
Donnelly was active for more than 
a half century in the work of local 
Catholic charities. She was a 
founder and past president of the 
St. Philomena Guild, founder of 
the James I. Corrigan Foundation 
and the Francis Thompson Col- 
lection at Boston College. In 1948 
Pope Pius XII conferred upon her 
the certificate of Dame of the 
Equestrienne Order of the Holy 
Sepulchre. She was the second 
woman to be so honored in the 
U. S. 


ROGER MOTHERAL 
Hovuston, July 30—Roger Moth- 
eral, 53, district manager here for 
Petroleum Engineer, died July 20. 
Mr. Motheral was born in San) 
Marcos, Tex., where he attended 


|burgh, Cleveland and New York 


offices. In 1946 he was employed 
by Gulf Publishing Co., Houston, 
and left that organization in 1953. 
He returned to Petroleum Engineer 
in 1954. 


LOUIS CLAPIN 

Fatt River, Mass., July 30— 
Louis P. Clapin, 71, publisher of 
L’Independent, French-language 
newspaper, died July 15 at St. 
Anne’s Hospital. He was a mem- 
ber of the Franco-American 
Newspaper Alliance of New Eng- 
land. 


EDWIN S. PORTER 

ToLeDo, July 30—Edwin Septi- 
mus Porter, 80, advertising head 
of Toledo division of E. W. Bliss 
Co. and a 62-year employe of the 
firm, died of a heart attack July 
25 in his home. 

Just a month ago Mr. Porter 
was honored at a testimonial din- 
ner at the Bliss general offices, in 
Canton, for having established the 
longest service record among 5,- 
500 employes. He joined Toledo 
Machine & Tool Co., a predeces- 
sor of Bliss, in 1894. He served in 


various manufacturing posts be- 
fore being transferred to sales and 
advertising. He edited the “Bliss 
Power Press Handbook.” 


GEORGE M. EARNSHAW 

Mantua, O., July 30—George M. 
Earnshaw, 57, died in Robinson 
Memorial Hospita! here July 8 as 
a result of injuries suffered in an 
automobile accident July 2. He was 
district sales manager for Farm 
Implement News. 

Born in Lemont, Ill., Mr. Earn- 
shaw was a graduate of the Uni- 
versity of Missouri. After leaving 
college, he joined Rock Products 
as an assistant editor. Later, he 
transferred to the advertising staff 
of the same magazine. 

He joined the advertising staff of 
Farm Implement News in 1943. He 
moved to this Cleveland suburb 
several years ago. 


Chicago NIAA Chapter Elects 


James E. Borendame, director of 


marketing services, Acme Steel 
jCe., has been elected president of 
| the Chicago chapter of the National 
| Industrial Advertisers Assn. Oth- 
er officers elected include Ray- 


|mond M. Wall, account executive, 
|Waldie & Briggs, Ist vp; Martin 
| J. Butler Jr., advertising manager, 
Diversey Corp., 2nd vp; Robert H. 
| Irvine, Thomas Publishing Co., 3rd 
vp, and J. Wesley Rosberg, vp, 
|Buchen Co., secretary-treasurer. 
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‘The MUNCIE STA 
ea 


soo z an ied 


You, too, can get ebreotwe merchandis 
help in Muncie, 


Mr. Herb Morris, hard-working, genial 
representative for Lever Bros. Company 
has this to say about The Muncie Star 
and Muncie Evening Press. ‘Real down- 
to-earth merchandising is essential in the 
promotion of Lever Bros. products in my 
territory. Both Muncie newspapers have 
given me excellent support — they have 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 
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Certainly! 


It was there, in the 


ground, in the air and water. It 


always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 


of modern times was 
Charlemagne. 


“available” to Rameses, Caesar, 


In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge — our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 


Yet this is the case 


Atomic power in Caesar’s day? 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 


rich heritage of learning. 


The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 


by 1967. 


In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


if you want to know what the college |: 
crisis means to you, write for a free book- => 
let to: HIGHER EDUCATION, Box 36, ~ 
Times Square Station, New York 36, 
New York. 


by these institutions of higher learning’ 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


ben high school and business college. 
i He entered the oil business, first | 
a working as a roughneck in Texas | 
= and in Mexico. At one time he was | 
employed in Yuma, Ariz., by a) 

tractor and automobile sales agen- | 

cy. Later he went to Fort Worth to’ 

join the Chamber of Commerce, 

and was advertising manager of its | 

/ publication, “West Texas Today.” | 

¥ He joined the advertising staff | 
ee of Petroleum Engineer Publishing | 
Co. in 1936, and worked in Pitts- 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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You Ought toKuow . . » Burke Dowling Adams 


Contrary to a widely held im- five Cunard liners. Round-trip fare 
pression on Madison Ave., Burke |then was $160 and Mr. Adams 
Dowling Adams does not stand for | netted 5% on every ticket sold. 
{hiee people. Not even for two. Each boat carried 500 to 600 stu- 

The Burke Dowling Adams it/| dents. 
does stand for hails from Omaha,| After graduation Mr. Adams 
took his college degree in engi-|went to work for Cunard, contin- 
neering and learned to fly the|uing to drum up trade for college 
year after Lindbergh flew the At-/cabin class. In 1926, he made a 
lantic. Also, he answers to the|movie, “The Sea-Going Senior,” 
name, “Bob.” which attracted some attention in 

Today he heads an advertising| a small town called Hollywood and 
agency that has just run up a phe- | which led to a job with Universal- 
nomenal new business streak. It| International, where he worked as 
is billing at the rate of $17,500,000 |a writer and set designer. 

a year—about double its volume; “I did most of the research on 
of a year ago. the movie, ‘Uncle Tom’s Cabin,’ 

Until several months ago Burke|and I got so thoroughly imbued 
Dowling Adams Inc. did not have| with living in the South that it 
a New York office. Today its new|seemed as if I were revisiting the 
office at 3 'E. 54th St. has a staff | place, in some reincarnation, when 
of 75—half of the agency's total|I set up home there 20 years lat- 
number of employes. er,” Mr. Adams recalls today. 


® Bob Adams, born and raised in 
Omaha, enrolled as an engineer- 
ing student at Cornell in 1920. 


® Work on another motion pic- 
ture took Mr. Adams out of the 


Ryan eventually became en- 
meshed in financial manipulations, 
and after the ’29 stock market crash 
it disappeared. Mr. Adams, out of 
movie business, This film made|a job, returned to New York in 
use of a Ryan monoplane, the/|the early ’30s. 
plane Lindbergh had just flown | 
to Paris on his historic flight.|= Deciding to stick with avia- 
The old Ryan Aircraft Corp. was|tion, Mr. Adams hooked up with 
located then in San Diego, and | the Wright Aeronautical division 
after visiting the company Mr. of Curtiss-Wright, the company 
Adams decided flying was for which had built the engine for 
him. |the Ryan plane and which was 

“Movies seemed to be inconse-|then building the engine for the 
quential,” he explains. “I was|new Douglas DC-2. “My airframe 
just overcome and awed by the| experience helped,” he points out. 
idea of flying. I can remember, At Wright, then located in Pat- 
talking, eating and thinking noth- | erson, N. J., Mr. Adams was again 
ing else. It was the sole topic|assistant sales manager and ad- 
of conversation for three years.|vertising manager as well. His 
Lindbergh was on the front page| assistant was Tom Dixcy, a Cor- 
of newspapers every day.” nell classmate, who introduced 


So Mr. Adams—an _ engineer,|him to his future wife, Sally Hin- 
scriptwriter, set designer and|man, of Washington, D. C., who 
steamship publicist—joined the/also had gone to Cornell. They 


Ryan company, where he was 
assistant sales manager and adver- 
tising manager. He also learned 
to fly. Until several years ago he 


were married in 1936. 

In 1939, after dealing with ad- 
vertising agencies from the client 
side, Mr. Adams decided he could 


had his own plane. do better. So, with Tom Dixcy and | 
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Ed Hoffman, an art layout man 
from Union Carbide, who was re- 
cruited via a classified ad, he 
formed Burke Dowling Adams 
Inc. (Both Messrs. Dixcy and 
Hoffman are still with the agency 
as senior vps.) 


@ The agency’s first office was 
on the third floor of Mr. Adams’ 
home in Montclair, N. J., and it 
opened for business on the same 
day Mr Adams’ son was born. 
(A daughter had been born two 
years earlier.) 

“We had no previous agency 
experience, and it was a rather 
uncertain start,” Mr. Adams says 
today. 

The soupbone account was, of 
course, the Curtiss-Wright busi- 
ness, and it sustained the agency 
through the uncertain years. In 
1942, the agency moved into its 
own building in Montclair, and 
until six years ago this was the 
headquarters and sole office of 
Burke Dowling Adams. Today the 
Montclair office has a staff of 12. 

Aviation, which captured Bob 


“Omaha,” he points out, “is quite 
a Cornell town.” He never got to 
follow engineering, though, “be- 
cause I got into the steamship 
business.” 

During one of his summer va- 
cations he made a trip to Europe, 
traveling steerage on the French 
Line. With the decline in immi- 
gration to the U.S., passenger 
business had fallen off consider- 
ably, and it occurred to young Bob 
Adams that .the steamship com- 
panies were missing a good bet by 
not promoting this low-cost travel 
to college students. 

“I tried to interest the French 
Line,” he says, “but they thought 
it was an absurd idea.” Somehow 
Cunard heard about it and al- 
lowed the Cornell senior to ex- 
periment with its oldest ship, the 
Saxonia. 

(Another present day agency 
president, Norman D. Waters, of 
Norman D. Waters & Associates, 
New York, had a hand in this pro- 
gram—the start of steamship 
tourist class (AA, April 22). Mr. 
Waters was working at the time at 
the old Frank Presbrey agency, 
which handled the Cunard ac- 
count.) 


® Mr. Adams invested $300 in col- 
lege newspaper advertising, pro- 
moting not steerage but “college 
cabin class.” Ads pointed out that 
American-style food would be 
served and that an _ orchestra 
would be available every night. 
The result was that Mr. Adams 
filled up the entire third class of 
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Why Air Express is First 
Choice of Modern Firms: 


ow... Air EXpress 


Back in Full | 


a. 10,212 daily flights on 


‘a 
2 


{ => 13,500 trucks. 


ail 42,000 trained employees. 


Complete coverage of some 23,000 
Alaska, Hawaii, Cuba, Canada. 


Complete facilities: ground, air, rail, 


. America’s scheduled airlines. 


communities in 48 states, 


Complete responsibility: one carrier all the way. 


with a nationwide private 


wire system, and many radio-controlled trucks. 
Plus reliability: proved for 30 years. 
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Adams’ imagination in 1927, has, 

been the principal vehicle of ex- 

pansion for the agency. After the 

war it took on Delta Airlines, 

which then had three DC-3s fly- 

ing and billed less than $100,000. 
(Ad manager of Delta at that 
f time was Jim Cobb, who later| 
i went to American Airlines and | 
who is now general manager of | 
the New York office of Burke | 
Dowling Adams.) 


s “We cut our eyeteeth on the 
airline business with Delta,” Mr. 
Adams says. “We helped with 
their application to the CAB for | 
a New York run. We didn’t real- | 
ize at the start that it would take 
10 years to get.” 

For five years the agency han- 
dled Delta from Montclair, via 
teletype and frequent trips to At- 
lanta. The account grew bigger 
every year—it bills $3,000,000 to- 
day—and in 1951 Mr. Adams took 


the client and becoming part of ,man and a secretary who doubled 
ihis family, learning his business|in media. The office now has a 
from the inside,” Mr. Adams says.|staff of 50. It services, in addi- 
the drastic step of moving his|“We have always done business|tion to Delta, Citizens & South- 
family and agency headquarters | that way.” /ern National Banks, the largest 
to Atlanta. Mr. Adams took two people|banking operation in the South- 

“We believe in being close to|with him to Atlanta—a layout|east, and Columbia Baking Co., 


on 
= 


“We call ourselves a shirtsleeve agency, but we’re not above picking up a shovel.” 


which has bakeries in 12 of the 
15 Delta cities. 


= “Many agencies are too local 
in their thinking,” Mr. Adams 
says. “We always have tended to 
be regional in our thinking, be- 


Operation 


All the key advantages of Air Express in modern 
marketing are again at your service. 


SHIPPING ECONOMY: You often save dol- 
lars with Air Express. For instance, a 10 lb. 
shipment from New York to Detroit costs only 
$3.46 via Air Express ... 79¢ less than any 
other complete air shipping method. 


and publicity swing into action. 


als 
“~ 


PROMOTION PROJECTS: Your goods and dis- 
plays are in stores, ready to tie in as advertising 


EXTENDED SELLING SEASON: You gain up 


to an extra month of selling by guaranteeing 


OVERNIGHT DISTRIBUTION: You get stocks 
to retailers nationwide, fast; meet deadlines 
without overtime or “down time” cost. 


orders of fast selling items. 


NATIONAL SAMPLING: You test new models 


in key markets in double-quick time. duplicate stocks. 


*Note: To those affected by the partial strike of Air Express, we are happy to 


Air Express is the ONLY COMPLETE 
door-to-door air shipping service. 
For full information on your 
shipping problems, just call your 


local Railway Express Agency, and 
ask for Air Express. 


berm > 

cu «. & 
: ; 4 = a 
|S vi 

ay 


\ 
‘ 


* 


at 


30 YEARS OF GETTING THERE FIRST via U. S. scheduled airlines. 


CALL AIR EXPRESS ... divisionof RAILWAY EXPRESS AGENCY 


announce full resumption of the only complete air shipping service. ' . 


Air Express delivery on even last minute re- 


CENTRAL WAREHOUSING: One depot plus 
Air Express to some 23,000 points effects major 
annual saving over many warehouses with 


-< 
: AIR Exp 
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| cause of the airline business.” 

| Two international carriers— 
|Seandinavian Airlines and Bra- 
\zil’s Varig Airlines—are Burke 
|Dowling Adams clients, and the 
agency has expanded into the trav- 
el field with accounts such as 
the Scandinavian Travel Commis- 
|sion and the Panama Bureau of 
| Tourism. 

| Its long-standing relationship 
jwith Curtiss-Wright paid off 
| handsomely this year when the 
aircraft company, which has a 
|management advisory agreement 
|with Studebaker-Packard, had a 
falling out with Benton & Bowles, 
ithe S-P agency. There was never 
| any question as to the successor 
agency. It was Burke Dowling 
Adams all the way. 

“I have known Roy Hurley 
(president and chairman of Cur- 
tiss-Wright) a long time,” Mr. 
Adams says. “Being an engineer 
myself, I think I understand how 
he thinks.” 


® Told that one of his clients 
describes Burke Dowling Adams 
as “a pick-and-shovel agency,” 
Mr. Adams commented, “We call 
ourselves a _ shirtsleeves agency, 
but we’re not above picking up a 
shovel.” 

How does it feel to add $9,000,- 
000 of business in less than a 
year? Mr. Adams says “it’s like a 
thrill we never expected to have.” 

He says he is painfully aware 
that as an agency grows larger, 
it tends to lose the informality of 
a small agency, and this is a de- 
velopment he wants to guard 
against. He wants to encourage 
at Burke Dowling Adams a small- 
group type of thinking. “I think 
it is possible to insure a small- 
agency atmosphere,” he says. 

Mr. Adams gets up to New 
York quite frequently these days 
—at least once every two weeks. 
As for living in the South, he says 
he likes it—and so does his fam- 
ily. They have a new house there, 
and he now spends a good deal 
of his time working on the house, 
which is equipped with a com- 
plete workshop for him. 


® Currently in construction at 
Peachtree and 25th is a new 
Burke Dowling Adams building, 
designed by the same architect 
who did the New York office. It 
will have 12,000 sq. ft. of space, 
and one of its features is an out- 
door picnic area in the back, “so 
that we can pitch horseshoes un- 
der the magnolia trees.” + 


GEE ! There’s the 


beer for me!”’ 
Commercials on WGN-TV have 


a way of getting results —because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


| Put “GEE!” in your Chicago sales 


wit WGN -TV = 
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| Breyer Resigns from Clissold 

George W. Breyer, for the past 
11 years secretary-treasurer and 
director of Clissold Publishing Co., 
|\Chicago, has resigned effective 
| Sept. 30. He has made no announce- 
ment of his future plans, and Clis- 
sold has not yet named his suc- 
cessor. 


desire an ho 
USIC NETWORK. 


Chicago 4, tilimois 


Wherever, whenever you wish to know what a town is thinking, or 
mest cross-section of opinion, put your survey en the 


In 655 cities and towns, in all the 48 states, we have professional in- 
terviewers ready to gather any information you want. You save all 
the details involved in dealing with individual interviewers! 

All USIC interviews are GUARANTEED! They are supervised, 
edited and validated—honestly done, thoroughly reliable and usable. 
FREE!—“US. Sample for 1000 interviews”—a most helpful table for 
research people. Send for! No obligatien! 


UNITED STATES INTERVIEWING CORPORATION 
Affiliated With BEN 3A/SIN & ASSOCIATES — Mackering’ and Opin:on Research 


«141 West Jackson Boulevard 


Koew Before You Ge! 


ETWORK 


Nationwide System 
of interviewers: | 


Board of Trude Building © 
WeEbster 9-4000 


Department Store Sales... 


ment store sales for the week end- 
ing July 27 were 4% ahead of sales 
for the similar week of 1956, ac- 
cording to the Federal Reserve 
Board. Sales for the four weeks 
|to date showed a 5% increase and 


| Nine of the 12 FRB districts 
|showed an increase, with the top 
gain, 10%, made by the Minneapo- 
lis district. Other increases are 
|New York, 8%; Philadelphia, 6%; 
|Cleveland, 2%; Richmond, 2%; 
Chicago, 8%; Kansas City, 5%; 
Dallas, 5%, and San Francisco, 
2%. Boston showed no change and 
Atlanta and St. Louis showed 
losses of 3% and 2% respectively. 

Detailed breakdown of these fig- 
ures will not be available until 
next week. Sales for the previous 
two weeks broke down as follows: 


% Change from ‘56 
Week Ending 


Federal Reserve July July 
District, Area, and City 13 20 
UNITED STATES ................... + 5 +5 
Beston District ........................ + 6 —4 
Metropolitan Areas 

ates +11 — § 

Downtown Boston +13 —ll 
Suburban Boston + 8 + 5 
Cambridge ....... +4 + 5 


Some magazine coverage can be kinda like this... 


It is the one magazine edited for 
employee food operations; circulating 
exclusively to Business and Industry; 
covering the fastest growing segment 
of the food service market. With your 
advertising in Inplant you get maxi- 
mum coverage of this billion dollar 


market. 


INPLA 


FOOD 
MANAGEMENT 


NT 


230 E. Obie St., Chicage 11, Ill. * 30 Rockefeller Plaza, New York, N.Y. © 220 Montgomery St., San Francisco 4, Calif. 


| for the year to date, a 2% increase. 3 


r—Revised. *—Data not available. 


July 27 Shows 4% Sales Increase 


WASHINGTON, Aug. 1 —Depart-| 


Department Store 


Sales Barometer 


Change from 1956 


Week Ended 
July 27, ‘57 


Jan. 1, ‘57 to 
July 27, ‘57 


+4% 
2% 
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Aldon Mills, Chrysler Imperial 
Tie In tor Promotion 

Aldon Rug Mills, New York, has 
built a fall merchandising program 
around a tie-in with the Chrysler 
Imperial. The theme is “go in 
home fashion” with “authentic 
|Imperial styled Aldon broadloom, 
|inspired by the Chrysler-built Im- 
|pcrial.” Colors featured in the Al- 
'don line are taken from the new 
Imperial. 

Display kits for stores include 
window and counter material plus 
an Aldon “signal light” floor dis- 
play, designed with a traffic sema- 
phore that lights up. A movable 
wheel unit carries swatches of the 
Imperial colors. Leonard F. Fell- 
man Co., Philadelphia, is handling 
the promotion. 


Industrial Publishing 
Boosts Rates on 3 Books 


Industrial Publishing Corp., 
Cleveland, has raised the bkw page 
rates of Flow, Commercial Re- 
frigeration & Air Conditioning, 
Applied Hydraulics and Industry 
& Welding effective Aug. 1. 

Flow, with a circulation of 41,- 
203, has increased its rates from 
$650 to $725. Commercial Refrig- 
eration & Air Conditioning, with 
a circulation of 30,112, a 20% in- 
crease from last year, has raised 
its bew page from $510 to $560. 
Applied Hydraulics b&w page will 
go from $535 to $585. Industry & 
Welding, circulation 40,000, has 
boosted its rates from $425 to 
$475. Increased production costs 
was the reason cited for the in- 
crease, 
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new and exciting 
romantic adventure 


Edmund Purdom, known to mil- 
lions as the star of such great 
films as THE EGYPTIAN, THE 
PRODIGAL, THE STUDENT 
PRINCE and JULIUS CAESAR, 
now appears in his greatest role 
as MARCO — foe of the Medici 
and the Borgias! 
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ARTIST — painting the beavtiful 
Florentine women 
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Moving with the swiftness 9‘ a sword-thrust 
from the pages of his!ory, this thrilling 
new series is’set against t>° background of 
Europe’s most d: natic era — the 

m Renaissance —m: cd by men like 
ichelangelo, the Me s, the Borgias. 
Po si This unusual and e ting production 
Bet Ot TT ccueam FO : has been created fo « discriminating 
Ce udience. Your pro: { will appear in 
a prestige showcase th: {fers unlimited 
exploitation. Make : od of Freedom 
your basic ¢s tool for Fall. 
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Pre-Selling by 
Ads Increasingly 
Vital: Ghormley 


Carnation President Says 
Cost of New Product Bow 
Is $3,000,000-$5,000,000 


SeattLe, July 30—The rising 
cost of advertising compels us to 
do a constantly better job in the 
preparation of advertising “if we 
are going to get our money back,” 
Alfred M. Ghormley, president of 
the Carnation Co., said last week. 

Mr. Ghormley spoke to a press, 
radio and television dinner, one in 
a week-long series of events in 
the dedication of a new dairy plant 
here, described as the largest yet 
built by Carnation and “the finest 
dairy plant in the U.S.” 

In his informal talk to media 
men, Mr. Ghormley recounted the 
gradual disappearance of the small 
retailer in food and the rise of 
large supermarkets. With the con- 
centration of merchandising in 
these larger units, he said, “it is 
absolutely essential that before the 
housewife goes through the doors 
we sell her on our merchandise.” 

As a result, he said, “we are 
going to have to increase and im- 
prove our advertising. We have to 
put out a larger volume of adver- 
tising. We ourselves are strong 
believers in diversified media.” 


® Speaking of costs, he said that 
“when you spend $120,000 for 30 
minutes of program time (on tv) 
—equivalent to $40,000 for each 
minute of commercial—you have 
to have effective copy.” 

In print media, he continued, 
“we have to develop not only a 
strong selling message, but we have 
to be particular about the art work 
and photos which go into it.” This 
year Carnation will spend around 
$1,000,000 in Sunday supplements 
alone, Mr. Ghormley said. 

With emphasis on color, Mr. 
Ghormley said, “What we need— 
and I am sure it is coming—is color 
television, if we can afford it. 
Magazines and Sunday supple- 
ments are doing a good job in color 
now.” Mr. Ghormley added that 


GEE I Maybe t should 


switch cigarettes!” 


Commercials on WGN-TV have 


while he does not know the me- 
chanics of newspaper color print- 
ing, he hopes “that regular week- 
day newspapers can get a little 
sharper.” 

Turning to another aspect of 
promotion, Mr. Ghormley said, 
“The cost of going out and estab- 
lishing your name on a new prod- 
uct is simply tremendous. 


= “Not a week goes by but some 
one comes in, wants us to buy a 
new product and introduce it on a 


a way of getting results — because 
WGN.TV programming keeps 
folks wide-awake, interested 

and watching. For proof, let our 
specialists fill you in on some sur- 


prising WGN-TV case histories | 
and discuss your sales problems. | 


Put “GEE!” in your Chicago sales — 


wt WGN -TV = 


national basis.” 

But, he continued, to take on a 
new product and build a national 
market, “we have to be prepared 
to invest $3,000,000 to $5,000,000 
before it becomes profitable to us.” 

Growth in convenience foods is 
ja sure bet, the Carnation head 
continued. Such products are “ap- 
pealing to the public and are going 
to grow in usefulness and de- 
mand.” He said that it was the 
responsibility of companies like 


Carnation to do research in this 
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field, find out the products that,media dinner only that the ex- 
people want, and get these out be-| penditure was “the largest sum we 


fore the public. 


have put into any milk plant any- 


At present Carnation is spending | where in the world.” # 


about $1,250,000 a year on research, 


he said. 


Carnation, with a full-dress pub- 
licity and public relations program | 
here, withheld one figure—the| 


Van Slambrouck Joins ‘Bee’ 
Robert R. Van Slambrouck, for- 

merly manager of the retail de- 

partment of the Bureau of Adver- 


cost of its Seattle plant. As a mat-|tising of the American Newspaper 
ter of public relations, a company |Publishers Assn., has been appoint- 
spokesman said, it is felt betterjed advertising manager of the 
not to throw this figure before the | Sacramento Bee, effective in Sep- 
consumer. Mr. Ghormley told the | tember. 
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Wisconsin Breweries Get 
OK to Own Hotels 


Wisconsin’s Gov. Vernon Thom- 
son has approved a state senate 
bill permitting breweries to own 
or operate hotels having 100 or 
more rooms. The new measure is 
reportedly designed to enable a 
Milwaukee brewery to build a 
hotel there, but the identity of the 
company has not been disclosed. 

The law removes from the 
books a restriction placed on 


breweries 24 years ago when the 


federal prohibition law was re- 
pealed. 


‘Automotive World’ 
to Change Format 

Automotive World, published 
monthly by American Exporter 
since 1952, will change from a 
tabloid to a standard size format 


the magazine’s controlled circula- 
tion, including both the English 
and Spanish editions, will be in- 
creased from 40,000 to 42,000 at 
the same time. 


Skee-Craft Names Kamp 
Skee-Craft Boat Co., Inter- 
course, Pa., has appointed William 


| velopment organization, has joined 


with the January, 1958, issue. Rea- |B. Kamp Co., Lancaster, to handle 
son for the change is the increased | advertising, sales promotion and 
demand for a format easier to file |direct mail activities. Consumer 
and retain, according to Hugh M.|and trade publications will be 
Hyde, publisher. Mr. Hyde said | used. 
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Walzer Joins Grocery Makers | 
Ed Walzer, formerly creative di- 
rector of the Jaeger market de- 


Grocery Manufacturers of Amer-| 
ica, New York, as public informa-| 
tion director. 


Miller Advertising to Emery | 

Miller Chemical & Fertilizer | 
Corp., Baltimore, has appointed 
Emery Advertising Corp., Balti- 
more, to handle its advertising and 
sales promotion. 


. - AND 


Does your product have Christmas appeal 
to a man and his gift list? 

Some 2,500,000 holiday-minded men will 
be buying TRUE’s Christmas issue report 
on gift preferences of both men and women.* 

No other man’s magazine comes even 
close to TRUE’s runaway circulation. And 
you can’t tap TRUE’s market any other 
way. Less than 15% of TRUE’s readers 
read LIFE or SEP or LOOK. They’re in 
the same income bracket as the mass 
weeklies’ readers...they’re family men, too. 
But they prefer their own magazine. 

This same active interest extends to 
their Christmas giving. They'll make an 


NEW YORK 

67 West 44th Street 
New York 36, N.Y. 
MUrray Hill 2-3606 


MIAMI 
DETROIT Hale Printup & Associates 
1659 Guardian Bldg. Langford Bldg. 
Detroit 26, Mich. Miami 32, Fla. 
WOodward 2-4860 FRanklin 9-2668 


DO YOUR | 
| CHRISTMAS SHOPPING 
EARLY 


Place your ad order for the special Christmas issue 
of TRUE before 5:00 P. M., August 16, and save $1260 
per page...17% per line. 


rERUE: 


pam EES 


SAVE 
,00 


extra effort to see what TRUE’s big Dec- 
ember issue has to cffer...how about you? 

If you have a gift item...liquor, candy, ‘ ; 
sports or hi-fi equipment, luggage, apparel, é 
accessories or, in fact, any product where 
the buying decision is made by the man... 
be sure you call, write or wire your space 
needs and nail down that very special 
saving of $1260 per page...17% per line. 

Remember, August 16 is the deadline. 

*EXTRA BONUS: It’s a fact that over 
1,300,000 women will be latching on to 
TRUE soon as their man lays it down... 
to find out what he likes. 


SAN FRANCISCO 

Townsend, Millsap & Co. 

110 Sutter St. t 
San Francisco 4, Calif. 

SUtter 1-7971 


LOS ANGELES 

Townsend, Millsap & Co. CHICAGO 

672 S. Lafayette Park Pl. 612 N. a Ave. 
Los Angeles 57, Calif. Chicago 11, Ill. 
DUnkirk 3-1211 MOhawk 4-5363 


—— 


NICER SOAP—Lever Bros. has 
changed Lifebuoy in Britain too 
and is introducing it now as “a 
nicer soap” with “new refreshing 
fragrance, new coral-pink color.” 
Lintas Ltd. is the agency. 


adventures of 


CHARLIE CHAN 


Brand-new half-hour T'V series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who've 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 
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Don’t miss the big parade 


in Knoxville 


Advertising Age, August 5, 1957 


Nielsen Network TV 


Two Weeks Ending June 22, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


2 
= 


Program (000) 


If you haven't taken a good close look at the big 
boom in Knoxville in recent years, you're missing 
plenty. Here are some facts and figures—enough 


1 1 Love Lucy (Procter & Gamble, General Foods, CBS) .....sssvsvsse « 12,735 
2 Gunsmoke (Liggett & Myers, CBS) 12,695 
3 December Bride (General Foods, CBS) 11,929 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 11,808 
5 $64,000 Question (Revion, CBS) 11,768 
6 Playhouse 90 (Participating, CBS) ........svsvssesessserssesesnseneerseseonnennennenes 11,284 
7 I've Got a Secret (Winston cigarets, CBS) ..........ccccssesenersesesrsensrennennees 11,163 
8 Climax (Chrysler, CBS) .....c.c..c.ccerorsoserssssessesreseroreensssssesensssensessssrsosssssssnesesees 11,042 
9 20th Century-Fox Hour (Revlon, CBS) - 10,962 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ............000 10,881 
PROGRAM POPULARITYT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, CBS) 32.6 
2 1 Love Lucy (Procter & Gamble, General Foods, CBS) ...........ccssscsesenenenee 32.4 
3 December Bride (General Foods, CBS) 30.4 
4 $64,000 Question (Revion, CBS) : 30.2 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............0c-cccsscsererenensenennnes 30.1 
6 Playhouse 90 (Participating, CBS) .......ssssrrsensnnesnenennerrsnreennenrnarentenenens 29.7 
7 20th Century-Fox Hour (Revion, CBS) 29.1 
8 I've Got a Secret (Winston cigarets, CBS) 28.5 
9 Climax (Chrysler, CBS) ...coccoccccsssccscscosesossssessvessssoosscscoscososcssonssessessorsssseversenes 28.2 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ...........00.00 27.7 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, CBS) .......cssssssserserserennenennsnennnnnsseenensnensnnes 11,606 
2 I Love Lucy (Procter & Gamble, General Foods, CBS) .....c0cccrenne 11,566 
3 December Bride (General Foods, CBS) ......c0..ccccccsssssnseeenereeensnnnenneneneennes 10,599 
4 CER Ge is I eicesitteninpesintknncintittaterncnerncrinnss 10,559 
5 I've Got a Secret (Winston cigarets, CBS) ......0...csssssvensnssennersnssenensnensees 9,914 
6 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ............... 9,551 
7 Ford Show (Ford, NBC) 9,309 
8 What's My Line (Helene Curtis, Remington, CBS) ............cccseneneneenes 9,108 
9 20th Century-Fox Hour (Revion, CBS) 8,826 
10 Ed Sullivan Show (Lincoln-Mercury Dealers, C8S) 8,745 
PROGRAM POPULARITYT 
Rank Program 
1 Gunsmoke (Liggett & Myers, CBS) 
2 1 Love Lucy (Procter & Gamble, General Foods, CBS) 
3 OOD ie GI | Waseca ciccnnecssenictninlittibeesenceserecceqseencsnentnenninnnss 
| 4 December Bride (General Foods, CBS) 
5 I've Got a Secret (Winston cigarets, CBS) ieabudl 
6 The Lineup (Brown & Williamson, Procter & Gamble, CBS)... 24.4 
6 What's My Line (Helene Curtis, Remington, CBS) .......ssssersensnreennenenenne 244 
| 8 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ........cccccscsersseessnnneennnrnnes 23.7 
| Dc A NN SRE AIOE. caachcieatiintcinnincnsinsnsianpliominionmetinnagmaliad 23.5 
10 20th Century-Fox Hour (Revion, CBS) 23.4 


* Homes reached by all or any part of program, except for homes viewing only one to 


five mirutes. 


to make your head swim! 


Let’s start with population. Jumped nearly 85% 
in just 10 years—compared with the U. S. total 
of only 18.8%. And buying power—up a whop- 
ping 122.7% compared with the U. S. total of 
88.4%. Now look at retail sales in Knoxville—up 
over 180% compared to the U. S. total of 92.2%! POST. ..4654.13% 


Knoxville’s 475 manufacturing plants (textiles, Fart eo 
clothing, metals, food, chemicals, machinery, ; A 
etc.) make it the 2nd highest metropolitan area in . . 
Tennessee in manufacturing employment. And 
for the second consecutive year, Knoxville has 
been listed among the top 10 cities in the nation 
in percent of business gain. Realizing the vast 
potential of this lucrative market, important re- 
tail concerns such as Rich’s of Atlanta, Kroger, 
W. T. Grant Company and many others are 
currently investing millions of dollars in new re- 
tail outlets—helping to make Knoxville one of 
the South’s fastest growing markets. 


Corperate Limits 


The Sunday Picture Magazine ' 


Parade 


If you want your share of the big boom in Knox- 
ville, PARADE and The Knoxville News-Sentinel 
will give it to you. Each Sunday they call on 
nearly every home. Each Monday they begin to 
move goods off dealers’ shelves all across town. 


PARADE ...The Sunday magazine section see 
of 56 fine newspapers covering some roubles a ene #8 oa 
2700 markets ...with more than 15 million Geers Rae mess HEE ies we es 
readers every week. Represented nationally by Scripps-Howard Newspapers 


**Homes reached during the average minute of the program. 
| + Percented ratings are based on tv homes within reach of station facilities and by 
| each program. 


Two Chicago Agencies Merge | Stewart Joins Zellerbach 

Martin J. Simmons Advertising| Neil P. Stewart has resigned as 
‘and Stern, Walters & Jaster, both | manager of brand promotion for 
‘of Chicago, have merged. The new | the central advertising department 
‘agency has changed its name to|of Safeway Stores and on Aug. 15 
|Stern, Walters & Simmons, and| will become ad manager of the 
has moved to larger quarters at|consumer products division of 
|155 E. Ohio St., Chicago. Mr. Sim-|Crown Zellerbach Corp., San 
| mons has been appointed a direc-|Francisco. Mr. Stewart will be 
|tor and vp of the new organiza- | succeeded at Safeway by Lee Risk, 
'tion, and will continue to direct | former advertising and sales man- 
‘client activities, along with Jerry |ager of Dwight Edwards Co., a 
division of the national grocery 
ters, vp. | chain. 


. 
"files REMONTHLY GROCERY INVENTORY 


SWF COOKING OILS * OLEOMARGARINE 
FOR, SARAN, WAX PAPER WRAPS 


Complete sales and distribution figures 
every 26 days without charge. 


For your FREE copy write 
Paul H. Knapp 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THe JOURNAL. GAZETTE 


Represented by Allen-Kiepp Co.—New York—Chicego—Detroit—Sen Francisco 


PORT WAYNE 
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“..6FV¥ GUIDE, THE MOST SUCCESSFUL MAGAZINE 
(Circ., 5,315,659) STARTED SINCE THE WAR”. re, sty 28,1957 


“The most successful magazine since the war” had the most 
successful half year in its history. This is TV GUIDE’s prog- 
ress report for the first six months 1957: 


TV GUIDE circulation increased more than 30%—jumping 
1,275,000 over the same period last year. This massive first 
half gain comes on the heels of the greatest growth story in 
publishing history: four consecutive years of one-million- 
per-year circulation gains. 


TV GUIDE ad revenue soared 89% in the first half 1957 over 
the same period last year. Significantly, the 1957 advertising 
gains continue the pattern set in 1956 when first half figures 
for that year increased 85% over the first half 1955. 


In the first half 1957 more than 570 advertisers used 
TV GUIDE; 321 for the first time. And the remaining 249 who 
renewed their 1956 advertising contracts are the most authori- 
tative evidence of TV GUIDE sales power. 


TV GUIDE’s mushrooming expansion continues. In October 
TV GUIDE raises its guarantee to 5,300,000 . . . boosts its 
regional editions from 44 to 49—covering 149 Standard Metro- 
politan Markets—the most comprehensive regionalization 
offered by a national magazine. 


The second half will be even brighter for TV GUIDE. So, 
too, is the prospect it offers to advertisers: The opportunity 
to capitalize on a daily sales medium that works all week 
... pinpointing your story locally . . . at the most attractive rate 
offered by a major magazine. 


ERICA’S TELEVISION MAGAZINE 


‘ 
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Book Recounts 
Hedley-Unilever 
Battle of Detergents 


Lonpon, July 30—A new book 
published here holds that Unilever 
Ltd., parent company of Lever 
Bros., ran a poor second in the 
synthetic detergent race because 
of its slowness in developing an 
efficient product. 

As a result, the dominant posi- 
tion in the synthetic detergent 
market in the U.S. went to Procter 
& Gamble and in Britain to P&G’s 
subsidiary, Thos. Hedley & Co. 

This theory is offered by Peter 
Puplett, a marketing executive 
with the London advertising agen- 
cy, John Hobson & Partners, in 
“Synthetic Detergents: A Study of 
the Development & Marketing of 
a New Product” (Sidgwick & 
Jackson, London, $5.90). The book 
is based largely on information 
supplied by the companies in the 
field. 

Mr. Puplett points out that Uni- 
lever has explained that the delay 
in marketing a detergent in Brit- 
ain was “due principally to the 
war,” which held up research work 
and establishment of production 
facilities, 


s “This is a perfectly satisfactory 
explanation for the slower ap- 
proach in the United Kingdom,” 
he says, “but not for the slower 
approach in the U.S. The resigna- 
tion of Mr. Luckman, president 
of Lever Bros., Massachusetts, 
gives an indication of Unilever’s 
opinion of the probable cause of 
the slower approach in the U, S.” 
(There is no elaboration of this 
point. Charles Luckman, who had 
been Pepsodent president, became 
president of Lever Bros. in May, 
1946, and resigned in January, 
1950.) 

Mr. Puplett gives a blow-by- 
blow description of the introduc- 
tion of detergents in the British 
market: 


e Hedley was first off the mark 
with Dreft, which was test mar- 
keted in May, 1947, and launched 
in the London area in July, 1948. 
This was two months before Uni- 
lever introduced its first house- 
hold detergent, Wisk. - 


e There was apparently no time 
for test marketing of Wisk, as 
Unilever pushed the launching 
forward to compete with the Hed- 
ley product, 


e Dreft was advertised as a prod- 
uct for fine washing only. Wisk, 
on the other hand, was promoted 
as an all-purpose detergent. 
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|e In addition to launching Wisk | raw materials for synthetic deter- 


| : ! |2? less than 80% of the detergent 
|without test marketing, Unilever | gents, but many of them still fell | market in Britain. 
introduced it without any coupon below the standard required for| Colgate-Palmolive put Fab into 
distribution. |high quality products.” the race in 1949—and it was a 
wanna the composition of) dismal failure. Fab, Mr. Puplett 
. - isk was later improved, it never | reports, caked solid in storage and 
garded by petene as yese pe /was able to achieve a significant as a result got a bad name. It had 
ee pons ne mane: a. share of the market. In October, to be taken off the London market 
during the period o rr raion | 1951, Wisk held an_ estimated | for 18 months. 
ing,” writes Mr. Puplett. |6%% of the synthetic market; by | Also, Mr. Puplett says, Colgate 
ape ee October, 1953, its share had| was handicapped by meager ad- 
# “The Wisk introduction,” he re-| dropped to less than 1%. vertising appropriations. The com- 
ports, “was a failure. This was; “This is an illustration of the| pany’s approach to the British 
principally due to the fact that| dominant importance of the house- | market is characterized as “half- 
the first condition of a successful | wife’s first impression of a new hearted.” In 1952, the author 
product launching had not been | brand,” Mr. Puplett points out. \writes, “there was a split in the 
fulfilled—namely the perfection of | ‘board over marketing in the Unit- 
the product before its introduc-|s Tide, Hedley’s all-purpose de-|ed Kingdom.” 
tion.” tergent, was introduced in the Lon- | 
_ One fault of the product was that|don area in May, 1950, via a mail ‘= In September, 1952, Unilever 
it was very hydroscopic—that is, it| coupon offer enabling housewives marketed an efficient detergent in 
absorbed moisture and caked and | to buy an introductory package for Surf, but found itself outmaneu- 
failed to impress the housewife | 7¢ instead of the normal 22¢ price.| vered in the promotional area. 
because of its appearance. The brand was then marketed re- Surf was introduced via distri- 
Unilever openly admitted the) gion by region, with national dis-| bution of 6,000,000 coupons offer- 
poor quality of Wisk, says Mr. | tribution completed in September, ing a rebate of 18¢ on a 27¢ pack- 
Puplett, when it stated in its 1950 1952. |age. Hedley, however, countered 
annual report, “There was an im-| So successful was this launch-| with an even better offer. As the 
provement in the availability of'ing that by May, 1952, Tide held’ housewife received her Surf cou- 


e “An introductory offer was re- 


Advertising Age, August 5, 1957 


pon, she also got one from Hedley 
offering a 21¢ rebate on a 27¢ 
package of Tide. 

In Mr. Puplett’s view, Unilever 
slipped up by giving too much 
prior publicity to the Surf launch- 
ing, thereby enabling Hedley to 
take effective countermeasures. 

Mr. Puplett notes that in blind 
tests consumers rated Surf a bet- 
ter product than Tide. “The rela- 
tive failure of Surf,” he says, 
“must therefore be explained more 
in terms of relative qualities of 
their respective sales promotion 
approaches and the fact that it is 
normally more difficult for a new 
brand to encroach upon or dis- 
lodge the market leader than it is 
for the market leader to maintain 
its share of the market.” 


® Hedley again stole a march on 
its competitors in November, 1952, 
when it began marketing of anoth- 
er all-purpose detergent under the 
name, Daz. This time Hedley dis- 
tributed the product free to every 
household, following the strategy 
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developed by P&G in the U.S. 


In 1953, Mr. Puplett reports,| enter the synthetic detergent mar- 
Hedley held about 15% of the|ket with an efficient product be- 
household soap trade and 72% of | fore any of the other United King- 
the synthetic detergent market, | dom companies. A license for the 


giving the P&G subsidiary about 
35% of the combined soap and de- 
tergent business by weight. By 
contrast, Unilever held 70% of the 
household soap trade and only 16% 
of the synthetic market, giving the 
company about half of the com- 
bined soap and detergent business 
by weight. 

Since that time, Unilever has 
introduced Omo, a blue detergent, 
which has been far more success- 
ful than either Wisk or Surf. “By 
1955,” Mr. Puplett writes, “Uni- 
lever had significantly increased 


“Hedley [was] determined to 


construction of a plant for produc- 
ing the alkyl aryl sulphonate type 
of synthetic powder was issued 
by the Board of Trade to Hedley 
in 1949, although no license was 
granted for enclosing this plant 
within a building. 

“The determination to be first 
in the market is shown by this 
company’s decision to commence 
the operation of the plant even 
when it was established in the 
open air. The plant was operated 
throughout the winter of 1950-51 
without being covered in.” # 


we NEW ly famicy 


its share of the household syn- 
thetic detergent market to about|Carney Leaves Agency 
one-third.” Don Woodrum, partner in Wood- 
; rum, Carney & Staff Ltd., Hono- 
® P&G’s determination to get toO|julu agency, has purchased the 
the top of the British detergent) interest of his associate, Ken Car- 
market is indicated in the follow-|ney. The agency’s new name is 
ing passage from Mr. Puplett’s| Woodrum & Staff. Mr. Carney has 
book: not yet announced his plans. 


Secrest Haber Bernsohn 
VIEWERS—The symbol adopted by manufacturers and retailers for 
National Television Week, Sept, 8-14, and TV Fall Festival is dis- 
played by James D. Secrest, exec vp, and Julius Haber, pr and ad- 
vertising chairman, Radio-Electronics-Television Manufacturers 
Assn., and A. W. Bernsohn, exec vp, National Appliance & Radio- 

TV Dealers Assn. 
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‘Business Paper Ad 
Volume Is 4% Ahead 
’ 
of ‘56, ‘IM’ Finds 
Cuicaco, July 31—For the first 
seven months of 1957, advertising 
volume in business publications 
|was up 4.2% (11,937 pages) over 
| the same period in 1956. This find- 
ing was tabulated from figures 
supplied by some 325 business pa- 
pers reporting in the August issue 
of Industrial Marketing. Volume 
was also up 4.5% (1,684 pages) for 
July, 1957, over July, 1956. 
An increase of 64% (1,613 
pages) was reported by the in- 
dustrial group for the month, and 
the group also showed a gain of 
6.1% (11,655 pages) for the year 
to date. Product news papers 
were down 1.4% (40 units) in 
July, 1957, as compared to July, 
1956, but gained 0.9% (200 units) 
for the first seven months of 1957. 
Trade publications were also down 
for the month—6.6% (347 pages) 
—and decreased 55% (2,306 
pages) for 1957 to date, below 1956. 
Class and export publications 
both reported increases in 1957 
over 1956, with the class group 
gaining 10.3% (295 pages) for the 
month, and 6.7% (1,614 pages) 
for the year to date, and export 
papers increasing 14.9% (163 
pages) for July, 1957, over the 
same month in 1956, and 9.7% 
(774 pages) for the first seven 
months of 1957. # 


Ban-Box Look Promoted 

in Combination Drive 

Natlynn Junior Originals, New 
York, dress manufacturer, and 
Bristol-Myers Co., New York, 
maker of Ban deodorant, are run- 
ning a combination promotion 
built around a seven-page black 
and one-color ad in the August 
Glamour. The theme is “Right out 
of the pages of Glamour comes 
the ‘Ban-Box’ Look . . . naturally 
Natlynn.” Also tied in with the 
promotion is a filmed fashion 
newsreel and fashion show, movie 
celebrity appearances, consumer 
and trade contests and a trade 
program which includes a retail 
promotion kit and a_ publicity 
campaign. 

Chernow Advertising, New 
York, is handling the promotion 
for Natlynn, working with Batten, 
Barton, Durstine & Osborn, New 
York, agency for Ban. 


In the independent Northeastern 
Wisconsin Market goods and 
services move to 200,000 people 
_ through a single medium reaching 
over 39,000 homes every day! 


Full color available 


GREEN BAY 


_PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. McClosky, Manoger, General Advertising 
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PHOTOGRAPHIC == 
REVIEW 


| a 


KITTY-FASHION—Leopard-garbed Gloria Brown and her puma cub, 
Cleopatra, curl up for a cozy evening with Stretch decorating the 
wall overhead. Miss Brown and Cleo are relaxing after a “Christ- Mott! Baltz 
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mas in July” program for the Society for Crippled Children and TREK—Copy, the house cat, and a cart of clients’ pered gentlemen are C. A. Mottl, E. F. Baltz and 
the Salvation Army, sponsored by KYW-TV, Cleveland. products are formally transported to new offices of 1.L. Siteman, who saw to it that their most valuable 


. - oa 4 a 


Cain Green Hartsing White Beck Freeman Smith Blocki Cole Schuster 
PAST PREXIES AlL—Past presidents of the 5i-year-old T. White, Weiboldt Stores; Herb Beck, Hearst Ad- 
Western Advertising Golfers Assn. held their 2nd vertising Service; Charles Freeman, Station WLS; 
annual get-together last month. Present for the oc- Don Smith, Wesley Aves & Associates; Gale Blocki 
casion were George Cain, Cain Research (retired Jr., Simmons Associates; H. G. Schuster, Lewis- 
Swift & Co. ad manager); Lewis Green, Reincke, Howe Co. (manufacturer of Tums), and H. E. Cole, 
Meyer & Finn; R. N. Hartsing, Caples Co.; William Cole Travel Service. 
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e Mottl & Siteman, grocery product specialist, by possessions were moved in a fitting style. M&S’s 
agency principals. The morning-coated and top- offices are at 291 S. La Cienega Blvd., Beverly Hills. 


STILL THERE— 
Cc. J, Van Houten 
& Zoon had this 
sign painted in 
1893 during Chi- 
cago’s World Co- 
lumbian Exposi- 
tion. It was cov- 
ered for the last 
30 years by a 
building erected 
alongside. Chica- 
go’s oldest sign is 
seen again, after 
the adjacent 
building was 
razed. Mr. Van 
Houten was in- 
ventor of cocoa 
powder. His com- 
pany is now with 
Albert Frank- 
Guenther Law. 


JAPANESE PRIZE-WINNERS—The versatility and inventiveness of Japanese advertising an elegant, arty magazine ad for perfumes (K. K. Shiseido Co.). The neon sign atop 
are illustrated in examples above—four of the prize-winners in the 10th annual a Tokyo building (Seiika Kaisha Ltd.) won first prize in the outdoor category, and 
Dentsu competition for the best advertising of the year. They run the gamut from the Asahi Beer Co., introducing a new lager beer, took first place for the best ad 
a tricky, cartoon-style point of purchase piece (Matsushita Electrical Industries) to in newspapers, The Matsushita company walked away with the Grand Prize, 
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P.S. Your advertising will © read by more people 
in This Week Magazine the in any other publication! 
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in Wisconsin the combination is 


@ The Beloit News-Janesville Gazette 
combination gives you 71.6% coverage 
of 3% counties in Wisconsin and a sub- 
stantial portion of 3 counties in Illinois. 
Statistically speaking, every family in 
metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes 
to one of these two papers. 


FOURTH LARGEST CIR 


JANESVILLE, WIS. 
PLeasant 4-3311 


CULATION IN WISCONSIN 


Oasis Attains 
National Distribution 


New York, July 30—Oasis, Lig- 
gett & Myers’ new entry into the 
mentholated cigaret field, which 
was introduced in Los Angeles 
May 20, is now in national distri- 
bution. 

Problems which at one time 
seemed likely to delay national 
distribution until late fall (AA, 
May 20), have been overcome, Ap- 
VERTISING AGE learned this week, 
and national distribution of the 
brand was achieved nearly a 
month ahead of the revised sched- 
ule, which was put into effect 
early in June. 

Simultaneously, advertising 
schedules also have been stepped 
up. Initial advertising for Oasis 
was in Los Angeles newspapers 


early in June. This was followed 
by a similar introductory campaign 


Products advertised on WJR 
appeal to the “carriage trade” 


It figures. The people with the most money buy 
the most things. And they’re the best kind to 
reach if you're selling something. If you’re selling 
in the rich Detroit-Great Lakes area, it figures 
that you'll use WJR as your advertising medium. 


According to the Bureau of Census the 30-and- 
over age group controls 81%, of the buying power. 
According to a survey by Alfred Politz, Inc., WJR 
has more listeners in this select group than the 
next six Detroit stations combined. This group 
not only listens to WJR regularly, but they 


buy the products advertised on WJR regularly. 


In case you’re wondering, WJR also has more 
listeners in the 29-and-under age group than the 
next two Detroit stations combined. So whether 
you're selling food, automobiles, cigarettes, soft 
drinks, or bubble gum—you'll do a better job 


on WJR. 


Have your ad manager contact the nearest 
Henry I. Christal representative. He’s got all the 
facts on how much more WJR can do for you 


and your product. 


“WIR... 


WW, 


CBS R. ay 


35 years of service 


¢ 


c 


You’re never too young or too old 


to learn to prevent fires. 


Advertising Age, August 5, 1957 


a couple of weeks later in Boston 
and a week after that in New York 
and other selected cities. 
Currently, ads are either running 
or scheduled in newspapers and 
Sunday supplements in all major 
cities, on spot radio, local televi- 
sion and network tv. Four-color 
ads will break next month on the 
back covers of Life, Look and The 
Saturday Evening Post. 
McCann-Erickson is the agency. 


= Oasis is a filtered, “Menthol- 
mist” cigaret, packaged in a hard 
box, similar to the company’s L&M 
brand. Oasis, which wholesales for 
$9 per 1,000 cigarets, or about the 
same price as other popular-priced 
filters, is being plugged as the 
“Big O.” 

Elements stressed in the adver- 
tising copy are the “pure white fil- 
ters,” the light ‘“menthol-mist”’ 
flavor and the “flavor tight” box. 
A special logo is being used in 
printed ads and also on radio and 
tv commercials, stressing “O fla- 
vor, O freshness, Oasis.” 

A company spokesman said that 
“the wonderful job done in getting 
national distribution for Oasis 
ahead of the schedule” did not dis- 
turb normal distribution of the 
company’s other major brands— 
Chesterfield, regular and king-size, 
and L&M filter and filter king 
cigarets. McCann-Erickson also is 
the agency for Chesterfield, and 
Dancer-Fitzgerald-Sample handles 
L&M. 

The company makes and sells 63 
different brands and types of to- 
bacco products, which include 
Fatima and Piedmont cigarets and 
Velvet and Granger smoking to- 
baccos, Those brands also are han- 
dled by McCann, but they have not 
been aggressively advertised re- 
cently. Most of the Liggett & My- 
ers current advertising budget, es- 
timated at about $25,000,000, has 
been used this year to promote 
Chesterfield, L&M and to introduce 
the new Oasis brand. # 


National Cordial Names 
Critchfield for Monastery 

National Cordial Co., Chicago, 
has named Critchfield & Co., Chi- 
cago, to handle advertising for 
Monastery brand cordials, liqueurs 
and vodkas. A complete redesign- 
ing of the package for the 50 items 
in the line is to be worked out by 
the agency. At the same time, a 
line of flavored vodkas—orange, 
grape, mint and lime—and two 
liqueurs called Lemon Ice and 
Orange Ice will be introduced. 
Jack Hollander & Associates, Chi- 
cago, formerly handled the ac- 
count. 


Douglas Adds Four Accounts 

Douglas Advertising Agency, 
Rapid City, S. D., has been ap- 
pointed to handle advertising for 
S. C. Wells & Co., LeRoy, N. Y.; 
Mountain View Co.; South Dakota 
state fair and Skarty Oil Co., Rap- 
id City. 


‘New Yorker’ Names Waitt 

Donald Watt, now administra- 
tive director of the European 
Travel Commission, will join The 
New Yorker in mid-August as as- 
sistant travel advertising manag- 
er, 


The Only 
FULL-TIME 
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il he {lagpole.. 


You WON’T HAVE TO worry about upping peri- 
scope for a tentative look-see around with “Snow- 
flake.” When you peel the bark back on this one, you 
know the sap is running! Seriously though, since its 
beginning in 1954, U. S. Steel’s Operation Snowflake 


as (VErVDOKY 


uled:: 


ion Snowflake 1956 


“Snowflake —56” biggest ever. Operation 
Snowflake—1956 topped all previous years for tie-ins 
of every kind. Here’s just a sampling of some mighty 
impressive figures. There were 6,824,214 lines of 
newspaper tie-in ads and 1,636,020 lines of “Snow- 
flake” editorial matter; 486 newspapers ran special 


has gained more momentum each year . . . helping to “Snowflake” sections; 213 radio stations sold 19,346 
“Make ita White Christmas” ... by selling plenty of one-minute tie-in spots plugging 139 different brand 
major appliances during the normally slack pre- = names. And, 51,000 appliance dealers tied-in with 
Christmas season. “Snowflake.” That's 73% of all major appliance 

| dealers in the U. S.! 

| 

| ot, Market Facts, inc., of Chicago surveyed the results of st 

A “Snowflake” and summed up their findings this way: 4 


Retailers who tied-in with Operation Snowflake increased their chances 
of having much greater sales by 75% over non-participating retailers! 


*. If you work with appliance dealers... banks... utilities...distributors... 
chains...encourage them to tie-in with this proven promotion 


U.S. Steel will back Operation Snowflake —1957 
with this powerhouse schedule: 


@ “Snowflake”’ radio commercials on seven top- 


rated network shows: Gunsmoke, Don McNeill 


JT uN 
as \ 
Yj \\ 
f | ps | AY 
5 
; \ ue \ 
N \\ 
\ — 
®@ 6 TV commercials on the U. S. Steel Hour (each 
= viewed by more than 25 million people) during 
q Fee Shite November and December. 


© Big ads in 657 individual newspapers in 507 
markets . . . with total circulation over 32 million. 


WRITE, WIRE OR PHONE FOR COMPLETE INFORMATION ON “‘SNOWFLAKE—1957” 


Us) UNITED STATES STEEL PittsspurGH 30, PA; 


Breakfast Club, Amos & Andy, Our Miss Brooks, 
My True Story, Robert Q. Lewis and Galen Drake. 


@ 25 “Snowflake”’ ads in 11 trade magazines. 


A “Snowflake” presentation by a U. S. Steel repre- 
sentative can be arranged if you are a major appliance 
manufacturer or a manufacturer’s advertising agency. 
Just write, wire or phone Mr. Robert C. Myers, 
Director, Market Development Division, United 
States Steel Corporation, Pittsburgh 30, Pa. 
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82 MAJOR TV MARKETS 


WITH 30.4 SETS-IN-USE 


SCORE! 


Your commercials have greater impact 
on the Peoria area (INinois’ 2nd big market) 
than on New York, Chicago, Los Angeles, 
Philadelphia, St. Louis, San Francisco or 
76 other big TV market areas! Sets-in- 
use actually average 30.4% — sign-on to 
sign-off—one of the nation’s most phenom- 
enal ratings! (ARB Jan., Feb., Mar.,’57) 

And in the Peoria area, one station 
has the top programs, the top power 
(500,000 watts), the top tower (660 feet) 
and the top ratings: 


AVERAGE RATINGS a, 
WTVH {StationB} WTVH | StationB 
Morning 9.1 7.2 71 38 
Afternoon} 12.1 11.2 87 75 
Evening 30.1 21.5 133 33 
(ARB 3/57) 
w'TW 
CHANNEL 19 
° 8 OR Aer tt) n.o 1) 8 


affiliated with PEORIA JOURNAL STAR 
EOW. PETRY & CO., NATIONAL REPS 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, annual 
convention, Mount Royal Hotel, Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York regional conference, 
Hotel Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 


Assn., 


wfmy-tv 


North Carolina’s 


INTERURBIA 


The Largest Metropolitan Market 
In the Two Carolinas 


Get full coverage of this great 
metropolitan market plus the 
entire Industrial Piedmont with 
WFMY-TV. See your H R P 
man today. 


50 Prosperous Counties ¥2.1 Million Population 
$2.7 Billion Market 


BASIC 


GREENSBORO, NWN. C. 
Represented by 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco — Atlonta 


¥$2.1 Billion Retail Sales 


SINCE 1949 


wimy-tv 
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ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

*Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, The Drake, 
Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agen- 
cy Network, Columbus, O. 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circulations, 
43rd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 28-30. Assn. of National Advertis- 


ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J 

Nov. 1-3. Midwest Intercity Conference 
of Women’s Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fila. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 

*Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

*April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

*May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place to 
be announced. 

*June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

*June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

*June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., The Broadmoor, 
Colorado Springs, Col. 


Calkins & Holden Adds 
WBBM.-TV, Publication 


WBBM-TV, Chicago, has named 
Calkins & Holden, Chicago, to 
handle its advertising, effective 
Sept. 1. The account currently is 
handled by MacFarland, Aveyard 
& Co. 

Scientific American has named 
Calkins & Holden, New York, to 
handle its account. Royal & De- 
Guzman formerly handled the 
publication. 


‘TV Guide’ Boosts Carr 

William H. Carr, formerly man- 
ager of the western sales division 
of TV Guide’s national sales de- 
partment, Philadelphia, has been 
named manager of the Louisiana 
and Gulf Coast editions of the 
magazine. He succeeds Laurence 
J. Miller, who has resigned. 


AMERICA’S BIGGEST 


FOOD BARGAIN 
A 20 Ibs. Food Crusade 
package will be sent in 
your name to a hungry 
family in one of 19 coun- 
tries of Evrope and Asia. 


Send 1.00 to 
CARE CHICAGO 
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“Ad Age is my 
Monday check-point” 


says ALBERT I. CAMERON 
Vice-President 
J. Walter Thompson Co. 


“Frequent check-points are required today for anyone 


ALBERT |. CAMERON 


Whine af sdtieiitn ake tam end c-taiinn: wads interested in advertising— domestic or international. 
after-breakfast statements as “Don’t hold dinner, dear— may P 
I'll be working a little late.” But since her husband be- Advertising Age is a check-point | use every 
gan his advertising career 12 years ago, Mrs. Albert ‘ 2 3 
Cameron has often heard “I'll eat overseas tonight.” Monday for direction, change of direction and velocity 
For in building his extensive experience in both ° hi h . f : . 
American and international advertising, ‘Bee’ Cameron in this ever-changing profession. The growing 


has become something of a continental commuter, with 


his work taking him to Central and South America, the importance of world marketing as well as the 

Philippines and cities in the Far East. : : - 
After graduating from Miami University in Ohio, needs of advertisers and agencies Is 

where he majored in advertising and creative writing, a re 

Mr. Cameron spent four years as an Air Force test pilot always recognized and well covered in the 

in Alaska and as an instructor in advanced flying. Then 

came more than five years with Grant Advertising, Inc. pages of Advertising Age.” 


While with the Grant organization, Mr. Cameron 
served as manager of the company’s International Divi- 
sion. In this capacity, he traveled widely during the 
period of Grant's international expansion, participating 
in the opening of offices in Panama, Manila and Shanghai. 


Since joining the J. Walter Thompson Co. in 1951, 
Mr. Cameron has helped formulate marketing programs 
for several major accounts in the U. S. and other world 
markets. “International work gives you a better under- 
standing of all people,” he says. “You learn that the south 
side of Chicago can be just as ‘foreign’ as Brazil unless 
you know the people and can taik to them. In selling 
goods or services, the first job is to eliminate the word 
‘foreign.’ You and your advertising firm must become 


an integral part of the market and know its customs ° otlauit tH 
and its colloquialisms.” Unde 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


1 Yeor (52 issues) $3 
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Take tourism for example. Metropolitan Miami and Florida's Gold Coast are 
the vacation mecca for millions...now, much more than ever! Summer and 
winter 342 million tourists a year contribute to establishing this market as 
America’s 12th largest — with retail sales over $2,000,000. And Greater Miami 
is now first in retail sales per family among all billion dollar markets. 


What’s up in Miami? EVERYTHING! 


Nothing Under The Sun 
covers Greater Miami and 


3 ae the Florida Gold Coast like | (Sb im iit ie ‘ 
= Che Miami Herald 


John S. Knight, Publisher 


NEW! 1957 STUDY “TOP TEN BRANDS" 


For your free copy write The Miami 


Seal. ao sikdie ae from Reaches 91% of Greater Miami's 2-paper. 
STORY, BROOKS & FINLEY audience. Exclusive home- penetration 7 to 1. 
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Advertising Age 


Feature Section 


Semantic Developments in Market Research 


Strange Goings-On in TV 
Woolf Quotes Some Thoughts on Media 


Sales Unit Changes Lag: Weiss 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Is Marketing Research Becoming a Semantic 
Jungle to Trap the Unwary? 


This is a caustic piece on what the author calls “the brave new world” 
of consumer researchers, but it is also a plea for sanity and caution in 
analyzing marketing conditions. The author is a pioneer in the marketing 
research field. He was for many years a vp and director of research for the 
western offices of Batten, Barton, Durstine & Osborn and is currently 
on an extended leave of absence due to illness. 


By C. M. Oehler 

Various changes, especially in termi- 
nology, take place from time to time 
with regard to consumer research. Cas- 
ual patrons of this form of research 
must find it confusing to keep up with 
the changes. The purpose of this little 
essay is to review part of what has been 
going on, and perhaps help reduce the 
confusion. 

At one time it was quite simple for 
marketers to find out something about 
their customers. They merely made sur- 
veys in which they asked direct ques- 
tions of cross sections of people. Then 
they tabulated their findings. That was 
about all there was to it. 

Now things are different. Direct ques- 
tions, cross-sections and tabulations are 
called many other names. And one ele- 
ment, more or less identified with con- 
sumer research (it could be called the 
“brave new world” segment) seems to 
be working toward questionnaires with- 
out questions, cross-sections without 
people, and interpretations without eye- 
strain. 

That’s why it seems appropriate to try 
to clear up some of the confusion. 


= Not all of the chaos in nomenclature, 
it is only fair to observe, is due to the 
“brave new world” element. Much of it 
stems from a tendency on the part of 
more or less conventional practitioners, 
when composing questionnaires, plan- 
ning samples, or organizing tabulations, 
to bestow new and “exclusive” names 
on the procedures they use. With nothing 
needing to be said, this may suggest that 
others using similar procedures are low- 
grade imitators. Healthy competitive in- 
stincts give rise to this practice, but the 
result is confusing terminology, often 
needless. . 

Part of the confusion, though, must be 
pinned squarely on the occupants of the 
“brave new world.” Take, for example, 
what has happened to such terms as 
“market research,” “consumer research” 
or “opinion research.” They do not now 
have quite the specific meanings with 
which they began life. 


s The reason for this is evident enough. 
Inhabitants of the brave new world do 
not use the term “consumer research” if 
they can possibly avoid it; instead, they 
talk about “motivational,” “intensive,” 
“unstructured,” “depth” or “qualitative” 
research. All of these, it happens, would 
be forms of “consumer research” if they 
were anything at all, but this is not im- 
portant. What matters is that some lis- 
tener may think he is hearing about 
something new and ever so “scientific.” 

Speaking of “opinion research,” as we 
were a paragraph or two ago, it is still 
possible to buy an “opinion survey.” But 
who would want one when he might 


just as well have an “Image Profile’? 
The conventional practitioners must take 
the credit for “Image Profiles,” chiefly 
because they got there first. 


® There are other semantic develop- 
ments of possible interest. 

For instance, if the casual patron still 
harbors the notion researchers talk to 
“people,” his obsolescence is showing. 
No self-respecting researcher would 
ever, under any circumstances, talk to 
anyone but a “respondent.” 

Equally important is the fact inter- 
viewers have stopped trying to gain the 
confidence of people who are to be ques- 
tioned. Instead, modern interviewers are 
trained to “establish rapport” with re- 
spondents. Both conventional practition- 
ers and denizens of the other world make 
quite a point of this. 


s “Tabulation,” as has been indicated, 
is a trifle old hat. Questionnaires may 
still be “analyzed” on occasion, but it is 
considered better form, especially by 
“brave new world” inhabitants, to “eval- 
uate the findings.” 

Questionnaires, for that matter, are 
themselves under a heavy cloud. Some 
(guess who) are altogether against ques- 
tionnaires. Others do not oppose them if 
they are “unstructured.” 

“Unstructured” forms have few ques- 
tions on them, or none. There is this 
much to be said for “unstructured” 
forms: they do not need to be tabulated. 
One just looks at the unstructured sheets 
and “evaluates the findings.” It is sort 
of like magic. Only certain kinds of “so- 
cial scientists” are capable of performing 
this miracle. 


= Some patrons of research continue to 
demand the use of questionnaires, of 
course, and some traditionalists even in- 
sist on questionnaires containing ques- 
tions. 

People of this kind had better be pre- 
pared to do some explaining. 

Do they want a “quantitative” or a 
“qualitative” survey? (This may influ- 
ence the nature of the questions, or even 
determine whether a questionnaire is to 
be considered at all.) 

What sort of questions are wanted? 
Interrogatory? Declarative? Non-direc- 
tive? Semi-directive? Conversational? 
Open-ended? Formal? Conventional? 
Filter? Multiple-choice? Dichotomous? 

Or does the problem call, perhaps, for 
depth probing and projective techniques? 


= It seems only fair to state not every- 
one thinks depth probing and projective 
techniques are valid. Remember, some 
people laughed when Columbus said the 
world was round. Similarly, there were 
scoffers when psychogalvanometers, “at- 
tidude analyzers,” ophthalmographs and 
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other scientific discoveries were intro- 
duced to remove the bugs from adver- 
tising. (It might be observed some of the 
most ardent psychogalvanometer enthu- 
siasts are among the most enthusiastic 
advocates of clinical psychological tech- 
niques. Such an observation, though, 
would be in deplorable taste, and wholly 
out of place in so objective a discussion 
as this.) 

Certain educators and social scientists, 
it must be admitted, have been taking 
pot-shots at “collectors of inadequately 
tested statistics presented as significant 
facts.” (It was Chancellor Lawrence A. 
Kimpton of the University of Chicago 
who made that particular crack. Oh, 
well, maybe he meant Freud, or some- 
body.) 


= Dr. J. A. Gengerelli, psychologist at 
the University of California, recently 
jeered at “hard-headed opportunists try- 
ing to turn the general confusion to fi- 
nancial advantage.” (That sounds a bit 
more like a reference to present-day oc- 
cupants of the brave new world. And 
never mind who has been doing the 
most to cause confusion.) 

Another evident unbeliever is Dr. D. 
B. Lueas, the Advertising Research 
Foundation’s technical director and head 
of New York University’s marketing de- 
partment. 

Regarding projective techniques he 
noted “not even a medium level of valid- 
ity” has been established for them. As 
for depth probing he observed, “Nearly 
all the requisite conditions of psycho- 
analysis are lacking in marketing appli- 
cations of the unstructured interview.” 


= But does it matter what Kimpton, 
Gengerelli and Lucas say? A _ psycho- 
logist is a psychologist, isn’t he? Maybe 
all those guys at Columbia, Chicago, 
NYU, California, Illinois and other 
schools are just sore-heads. 

Of course, if you are a little fed up 
with psychologists and psychiatrists, a 
sociologist or an anthropologist could be 
thrown in. Anthropologists are just 
dandy at solving marketing problems. 


s You must not get discouraged just be- 
cause one expert’s findings may contra- 
dict those of another. This happened in 
the case of one company which hired 
two depth and projective operators, sep- 
arately, to work on the same problem at 
the same time. One operator found the 
company’s personality “aloof,”  ab- 
stract,” and “one few of the customers 
would care to know personally.” The 
other reported the personality was 
“warm,” “understanding,” and “one in 
which the customers tended to see their 
own self-image.” Each operator made 
200 interviews. The company got some 
answers, didn’t it? What more do you 
want for $50,000? 

Well, it was unfortunate the findings 
differed a little. But you can’t expect 
perfect stability or an exactly repre- 
sentative distribution of interviews with 
samples of 200, can you? And if findings 
are not derived from the public, but are 
based instead on “interpretations” by ex- 
perts, you wouldn’t necessarily expect 
them to agree, would you? 


Next time maybe a different kind of 
sample would be better. How about a 
proportional, probability, random, unre- 
stricted, stratified, area, purposive, quota 
or cluster sample? Name it, and someone 
will “design” it for you. 

Really, though, in a depth probe or ap- 
perception test, random distribution or 
statistical stability of samples is not so 
very important. Representative and sta- 
ble samples went out when questionless 
questionnaires came in, You could even 
be shown where a scholarly journal pub- 
lished an article about the possibilities 
of very small samples, if you feel strong- 
ly about size of sample. (No, this was 
not the Journal of Marketing, but it was 
scholarly, and never mind who wrote 
the article.) 


® Who could blame casual patrons of 
research if some of them react hopefully 
when denizens of the brave new werld 
sneak up on them? How could all this 
talk about dichotomous questions, pur- 
posive sampling, unstructured inter- 
views and image profiles cause anything 
but numbness? (If excessive numbness 
sets in, the subject could be changed to 
“new concepts of the social structure.” 
The casual patron may not: have known 
there were any old ones, but anything 
“new” should be impressive.) 

Some responsibility, at least, must be 
tossed at conventional practitioners. 
Their preoccupation with the invention 
of nomenclature has made notable con- 
tributions to confusion. And have the 
“hard-headed opportunists” done any- 
thing much worse than take advantage 
of confusion? 


@ Where are the research specialists 
who are supposed to ride herd on survey 
work? How shrewd are they? Do they 
really believe questionless question- 
naires and samples which do not pretend 
to be representative can provide de- 
pendable guidance for their companies? 

What about all those committees 
which promised to study validation 
problems created by the activities of 
depth probers and projectivists? Will 
their findings ever be made public? 
When? 

Where are the elder statesmen of re- 
search? If they just ignore it, do they 
think it will go away, leaving the repu- 
tation of research intact? 


® A few conventional practitioners, to 
be sure, have denounced “pseudo-scien- 
tists,” have run ads in the Wall Street 
Journal, or have written pieces for the 
Public Opinion Quarterly. But at least 
as many have sent out mailing pieces 
announcing they, too, have staff mem- 
bers who once took social science 
courses, as if that were the issue. 

A few Kimptons, Gengerellis and Lu- 
cases, it is true, have expressed outrage 
at the mockery being made of some of 
the social sciences, but their voices have 
carried only to those listening closely. 

Anyone outraged by the mockery being 
made of consumer research had better 
yell loudly. Otherwise, the babble of 
confused terminology and “me, too” 


claims will muffle his protests, + 
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Sclesense in Advertising ... 


Some Thoughts on Media 


By James D. Woolf 
Advertising Consultant 


It was my pleasure the other day to 
break bread at luncheon with Charles 
(Nate) Pumpian, vp and director of me- 
dia at Henri, Hurst & McDonald Inc. Some 
of Nate’s observations were so cogent and 
interesting that I asked 
him to dictate them to 
his secretary. Herewith 
I pass them on, only 
slightly edited, to you: 

“The broad job of 
advertising is to create 
a favorable atmosphere 
in which sales can be 
made. Selecting media 
that help to give ads a 
SHOWCASE presenta- 
tion is a very important part of our agen- 
cy’s media service. 

“There is an abundance of good media 
available. Selecting media must be based 
on the STRATEGY of media in the 
grand scheme of the advertising plan. 
Media are not ends in themselves—they 
are only the vehicles that carry the mes- 
sage to the marketplace. But strategic 
selection of vehicies can play an import- 
ant part in the degree of enthusiasm, the 
degree of impact which great creative 
planning secures once it is on its way. 
The personality of the advertising must 
associate itself with comparable person- 
ality contributed by the background of 
available media. 


s “For example, a concept of smartness 
or sophistication isn’t exactly a basic 
media association with Reader’s Digest 
or True Story. Both of these potent maga- 
zines have personalities that lie more 
logically in down-to-earth advertising ap- 
proaches, than the flamboyant, the esoter- 
ic or the sophisticated. And you probably 
would not select a cowboy show as a 
television vehicle to sell a prestige image. 

“Like people, all media have individual 
personalities and the properties within 
each medium have varying personalities, 
backgrounds and audience attractions. It 
is noted in this connection that Pabst 
beer, in its current effort to develop a 
new personality of sophistication, is using 
Life, The New Yorker and Vogue. And 
the same theme is being used on 24-sheet 
posters. Whether we agree or disagree 
with this strategy, the important point is 
that media have been made a part of the 
strategy. Incidentally, since beer con- 
sumption in the U.S. has dropped from 
18.4 to 15.9 gallons per capita in the past 
cen years, maybe the beer business needs 
something more basic than sophisticated 
ads. 


“Vons Markets, Los Angeles, says that 
‘supermarkets are the final battleground 
for products and labels, but they long ago 
ceased to sell merchandise.’ With this I 
agree. It is the manufacturer who sells the 
brand and creates the acceptance and de- 
mand for the brand—not the dealer. This 
applies to all low-unit products. The re- 
tailer, in most cases spending the manu- 
facturer’s co-op money, uses his local ad- 
vertising not to sell the advertisers brands 
but to sell his own store as the place to 
buy them. 

“In other words, the manufacturer can- 
not rely on the dealer to do his advertising 
for him. He must do it himself. Thus co-op 
funds should be regarded importantly as 
sales expense rather than advertising. 


s “Media planning continues to call, not 
for slide-rules, but for business judgment 
based on experience. There are still too 
many intangibles unmeasured to place 
media values on a statistical basis. Dif- 
ferent audience data apply to different 
media, i.e., magazines with ABC circula- 
tion, television with viewers and outdoor 
with passers-by. It’s the old apples-and- 
oranges comparison, yet it is a fact that 
we do compare basic media in arriving 
at advertising plans. Consequently, that 
weighing is based on experience and judg- 
ment because comparable measurements 
do not exist and because we must still 
make selections. The strategic or impact 
values of various media differ with pro- 
duct objectives, budgets, etc. There are no 
absolute values in media nor are there in 
copy or art.” 

I am especially in agreement with 
Nate’s quote that supermarkets long ago 
ceased to sell merchandise. What’s more, 
I do not believe this observation applies 
alone to supermarkets. The Willmark 
Service System has long maintained that 
U.S. retail sales clerks are just order- 
takers. 

What has all this to do with advertis- 
ing? Plenty. It means that advertising 
is the only dependable sure-fire vehicle 
at your disposal for transmitting to the 
public accurate and complete information 
about your product. The notion, which 
prevails in some quarters, that reminder- 
ship and mere name publicity are the 
primary functions of advertising is non- 
sense. If there are several important 
things to be said about your product, say 
them in your advertising. Except in cer- 
tain special cases it is folly to think that 
the apathetic clerk behind the counter 
will tell your product story accurately, 
completely, and persuasively. How far 
do you think the Toni campaign would 
have gone if its copy had been patterned 
after “Modess because ...?” # 


Looking at Radio and Television... 


Logic Lacking in Strange TV Buys 


By the Eye and Ear Man 

It could have been the heat. It could 
have been the humidity. It could have 
been the industrialists’ summer outing. 
But whatever it was or is, some of the 
strangest and most wondrous things are 
going on in the television industry today. 

The number one television show, “I 
Love Lucy,” was replaced by one of the 
lowest rating situation comedies, the 
“Danny Thomas Show,” which had less 
than a quarter of the Lucy rating when 
the switch was announced. This after a 
three-year run and this decision by a 
normally sophisticated advertiser, Gener- 
al Foods. 
Ford bought “I Love Lucy’s” five hour 


shows for an alleged $2,500,000 and with 
the other hand gave up an equally high 
rating 26 weeks of “Toast of the Town” 
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The Creative Man’‘s Corner... 
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against the “little man.” 


working insurance ad. + 


Hard-Working Ad 
MONY DOES IT! 


Right now, on larger amounts, Mutual Of New York offers you 


LIFE INSURANCE 
AT A DISCOUNT! 


Somewhere we saw an advertisement for the Northwestern Mutual Life 
Insurance Co. featuring a thing called, if we remember, “Q. E. S.” And, if we 
remember, this stood for quantity earned savings. We do remember we had 
quite a time figuring the thing out and, 
advertising, would have passed it by without a second thought. 


Now comes Mutual of New York with the same thing, apparently, but with 
a copy approach that not only makes the proposition perfectly clear but gets 
in quite a bit of “sell” by trading on the current interest in the discount 


The copy tells you the company “offers you discounts on bigger policies 
with face amounts of $5,000 to $10,000, and an even larger discount when the 
policy is for $10,000 or more. You save,” it then says, “just as you save when 
you buy the larger-size packages at your grocery store.” 


This, in our opinion, not only explains the workings of the plan but, asso- 
ciating it with a common, everyday experience, overcomes in advance the 
possible objection that the company is favoring the larger policy holder 


And just to make certain you learn what this means in savings, Mutual of 
New York publishes a table of discounts at the right, showing how the sav- 
ings mount up in ten to 20 years’ time. This, in our opinion, is a good, hard- 
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except for our specialized interest in 


for which they were paying $5,000,000. 
Statistically the Lucy hours cannot do bet- 
ter than the Sullivan hours and they cost 
two-and-a-half times as much. Mean- 
while Ford continues with a mediocre 
Tennessee Ernie Ford and “Zane Grey,” 
and Edsel hunts for properties while the 
auto company dumps part of a winner. 


® Almost all the stand-up comedians are 
canceled except George Gobel, whose 
failure to get within ten points of “Gun- 
smoke” earned him a co-star role with 
Eddie Fisher, the singer, in an hour ex- 
travaganza. 

Since someone decided that Perry Como 
was a great show and therefore all singers 
should do well, Pat Boone, Giselle Mac- 
Kenzie and Guy Mitchell have been sold 
in untested, unkinescoped, untitled musi- 
cal shows. 

Revlon bought frenziedly to get its tv 
schedule set on time and now is reported- 
ly trying to unload almost all of the prop- 


erties for the rest of the year. 

Arthur Godfrey finally admitted that 
he couldn’t compete with his colossally 
egotistical Wednesday show where his 
little foibles starred. Who cares whether 
he went to Africa to hunt? Who cares that 
he has a gaited horse? Where is the talent? 
Where are the entertainers? Where is 
the humility? 

“Kraft Theater” continues to show de- 
lightful little episodes about psychopathic 
killers with baby faces. Television has 
slowly advanced, but stubborn old Kraft 
goes plodding on just as it did the first 
year. But it is extremely successful. It 
has succeeded in making two mediocre 
shows, “The Millionaire” and that darling, 
“I've Got a Secret,” top-ten programs. 


® The Firesione family stubbornly con- 
tinues to lull a handful of viewers to 
sleep with Grandma’s music. If the gov- 
ernment ever tries to make a case for 
keeping this show in prime time, it will 
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lose to any jury in the U. S. 

With infinite wisdom, AT&T took a 
long hair show, “Telephone Time,” which 
was doing fairly well on Sunday after- 
noon against little or no competition and 
moved it into the big leagues. Zingo went 
the ratings down to a sub-basement level, 
with worse to come. One would think that 
the fatal similar error made by “Omnibus” 
would have been a word to the wise. 

Renewals poured in for mediocre shows 
like “People’s Choice,” “Oh Susanna,” 
“Mr. Adams and Eve,” “Ozzie and Har- 
riet,” “Playhouse 90,” “Studio One,” “On 
Trial,” “The Vise,” “Navy Log,” etc. 
Promising pilots went unsold as the timid 
advertisers ran behind a tested soporific 
instead of trying something fresh. 


® Early birds stumbled over themselves to 
get Frank Sinatra and are now finding 
that this entertainer who failed in past tv 
performances is planning on shooting 12 
shows in 12 days or giving it the back of 


his hand. The great Disney sold them 
“Zorro” and has yet to develop the first 
show. 


s Hazel Bishop bowed out of tv with the 
successful satire on mankind, “This Is 
Your Life,” and shhh, s-p-e-c-t-a-c-u- 
l-a-r-s, then soared in again with the cast- 
off “Jane Wyman Show” and “Amateur 
Hour.” 

Walter Winchell, rushed out of televi- 
sion last fall, bounced back in a new pilot 
which was fought over. 

Phil Silvers and “The Hit Parade” had 
successful years so they fired the princi- 
pals—some in the former and all in the 
latter—and are going to start all over 
again from scratch. 

A dramatic show appeared and was im- 
mediately sold without any of the key 
writers or producers being identified. A 
kid show was brought out and snapped up 
by the maker of business machines. 

Whew! + 


On the Merchandising Front... 


Preconceived Notions Roadblock 
New Sales Units 


By E. B. Weiss 


During the last few years there have 
been some rather remarkable changes in 
the size of sales units of a wide variety of 
merchandise. The multi-pack has been 
the outstanding example, although sales 
units have, of course, 
been made smaller as 
well as larger. How- 
ever, the trend toward 
larger units is the dom- 
inant trend, for the 
very obvious reason, 
among others, that the 
large size usually ap- 
peals to the trade’s 
great desire for a larg- 
er average sale. 

In connection with the multi-pack, the 
fairly recent announcement by Dr. West 
toothbrushes of the successful completion 
of tests on a five-toothbrush pack is a 
rather startling instance of the jump in 
sales-unit size that may be achieved for 
a staple item. I note, in this same con- 
nection, that apparently the fastest-grow- 
ing size in liquid shortening—now being 
pushed nationally by Wesson Oil—is a 
half-gallon size. 

But whether the sales unit to be tested 
is larger or smaller, the basic point that 
must be made time and time again is the 
vital need for preventing preconceived 
personal notions from roadblocking ex- 
periments with new sales units. And pre- 
conceived notions do block experiments 
with new sales units. It is happening all 
the time. 


E. B. Weiss 


‘Logic’ Is Not Universal 

I can imagine, for instance, how pre- 
sumably “logical” arguments, especially 
personal ones, could have been advanced 
against a five-pack on the Dr. West tooth- 
brush. After all, the life of a toothbrush is 
somewhere between three and six months. 
For a small family, a five-pack could be 
a two-year supply. And, of course, 
“everybody” knows that the family medi- 
cine cabinet is always over-crowded; 
that there really is little reason to “stock 
up” on toothbrushes; that if people intend 
to invest in merchandise, they have far 
more important things in which to put 
their money; that even the considerably 
reduced price for the Dr. West five-pack 
calls for a much larger outlay at one 
time than most people will make for 
toothbrushes, etc., etc. 
I can imagine the arguments that could 


have been, and may have been marshaled 
against the giant pail size of All. Nor is 
it difficult to contemplate the presumably 
logical reasoning that “proved” the lack 
of appeal in a half-gallon size of liquid 
shortening. 


= But what some merchandisers tend to 
overlook is that one person’s logic is quite 
illogical to another individual. They over- 
look, too, that so much buying is fear- 
fully illogical. That in a nation as large as 
ours, sections of the national market can 
offer sizable outlets for merchandise. That 
smart pricing can achieve near-miracles 
in adding appeal to a new sales unit— 
and smart packaging, too. 

From personal experience, it appears to 
me that there would be a much greater 
variety of sales units on the market if it 
were not for the objection that “my wife” 
or “my Aunt Tillie’ would “never” buy 
that size. We seldom hear this type of ob- 
jection in this era, to advertising. But it is 
far from uncommon when the size of a 
new sales unit is debated. (One reason 
may be that advertising research tech- 
niques and funds for advertising research, 
are both far ahead of what is available to 
merchandising.) There is, really, only one 
test for a contemplated new size—and 
that is a market test. (I note that Wesson 
Oil apparently tested its half-gallon size 
for some four years in eight states before 
deciding to go national.) 


s While I do not pretend to an expert 
knowledge of market testing, which is ob- 
viously a highly specialized research 
function, and while some executives at- 
tach little value to market tests, I believe 
that new sizes lend themselves particular- 
ly well to testing. I know this testing is 
expensive—limited runs of packages, lim- 
ited distribution, limited runs on promo- 
tional material, special local advertising, 
etc., add up to a tidy sum. But this is true 
also of testing new products—and new 
products must be tested. 

It also appears to me that a number of 
advertisers might find that, in the end, itis 
is less costly to introduce a new sales unit 
than to introduce a brand new product. 
As a matter of fact, it may be that there 
would be more experimenting with sales 
units if a new sales unit were looked upon 
for what it really is—a new product. 

In some fields, sales units have not 
changed for a full decade. In other fields, 
changes in sales units over the last decade 
have been minor, Yet, during this same 


decade, the living habits—and therefore 
the shopping habits—of millions of our 
people have gone through radical altera- 
tions. I suspect that in the great soft goods 
industry, for example, changes in sales 
units have tended (with, of course, some 
notable exceptions) to lag far behind the 
present-day requirements of substantial 
slices of our population, particularly of 
our younger generations. 


Lag Behind Distributive Changes 
Changes in sales units have also 
tended to lag behind changes in distribu- 
tion. For instance, the food super was 
compelled—and is stili compelled—to 
band some of its newer non-food items 
because it cannot obtain these items in 
sales units which will move well, or 
which will build up the average sale in 


this outlet. The variety chain constantly - 


complains that manufacturers pay too 
little attention to the particular require- 
ments in sales unit size of this outlet. This 
is an important point because so many 
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manufacturers are broadening distribu- 
tion. And while this may not always be 
true, it surely is correct to observe that, 
generally speaking, distribution through a 
multiplication of outlets tends to compel 
new sizes of sales units. 

Changes in sales units have also lagged 
behind the requirernents of car shopping, 
of suburban living, of the broad trend 
toward fewer shopping trips per week, of 
nocturnal shopping, of family shopping, of 
larger homes, of larger incomes, of more 
impulse buying, etc., etc. 

Here is really a simple merchandising 
function—the size of the sales unit, its 
packaging, its pricing. Maybe its very 
simplicity is one of the factors that makes 
it second choice to a brand new item. 
(And, sometimes, the requirements of the 
market take second place to the limita- 
tions of obsolete packaging machinery.) 

But I think that the new sales unit 
tends to be blocked even more by personal 
bias. Why not give the market place an 
opportunity to provide the answer? + 


on. 957 ‘by Paul Pins 


Picking the right tools for the job 


Continuing the happy-ending tale of Copy and Art, in which the Cli- 
ent, too, has a proper word to say about the science of ad creating 


Copywriters can brush up on stick 
figure anatomy with the 5-Match Man 


AS T WAS SAYING, THE HE GETS ON MY ’ ANDTHE 
REASON I LOST CONTROL BED AND GROWLS | [0G 
AND SHOT YOU UP WAS. \ AT ME. I CANT RE-| RUSHES 
|| BECAUSE OF THIS BOG TOTHE 
@ )) IN MY BED! IT THINKS | DOWN AND SLAM ) KITCHEN 
7 _j)\T'S GUARDING MY OF 
| ei WIFE... SHE PICKED DOOR... COURSE.. 
7 HIM AT TRE KENNEL = 4% of U6." 
Aa3| —™ WHERE WE BOUGHT HIM... 
Two 5-Match = 
Creative Men 


THINKING IT” 
ae FOOD : AND SNEAK 


Next Lesson: 


!TSHUT HIM IN\ 1,700, HAVEA 
SENSITIVE SPOT = MORE CONSIDERATE... 


...MY POWER. / 
STEERING LEAKS - _— NO! IT WAS 
| GREASE ALLOVER - MY FAULT. IT 
{ (S T§ WHO 
SHOULD BE 


I APPROVE OF YOUR COMMENTS ABOUT 
YOUR FUTURE COOPERATION. I, TOO, HAVE 
OBSERVED: “WHEN WORKING ONA » 
FINE WATCH, DO NOT USE A HAMMER / 


“It Smells Like a Barn in Here” 
Coming: “‘Uh! Oh! There Comes the Boss!’” 


” 


i I PROMISE TO BE 


CAREFUL / 
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Consumer Optimism Wanes, Buying 
Plans Dwindle, U. of Michigan Finds 


Ann ArsBor, MicuH., July 30— 
Consumer optimism about general 
business conditions, prices and in- 
come has waned markedly in the 
past few months. The result is con- 
sumers now tend to be more cau- 
tious and moderate in their spend- 
ing. But they’re not yet inclined 
to do any serious retrenching of 
expenditures. 

This is the substance of the latest 
“Survey of Consumer Attitudes & 
Inclinations to Buy,” just pub- 
lished by the survey research cen- 
ter of the University of Michigan. 
The opinion samplings were taken 
from mid-May through the end 
of June this year, and the report 
compares the results with similar 
surveys made in previous years. 

Only 66% of consumer families 
now expect good times in the next 
twelve months, whereas in late 
1956 about 75% did. The present 
66% “optimistic” figure is the low- 
est since the 54% of October, 1954, 
which was a recession period. 


s Conversely 11% now definitely 
expect bad times ahead, compared 
with 5% late last year. Those who 
expect “good in some ways, bad 


buy, compared with 51% who 
thought so late in 1956 and 55% 
who felt that way throughout 1955. 

The percentage of families who 
think this is definitely a bad time 
to buy has increased from 17% in 
late 1956 to 20% now. Those who 
think it’s a “good time in some 
ways, bad time in others or it de- 
pends” has increased from 12% 
late in 1956 to a present 14%. The 
“don’t know’s” comprised 17% 
late last year, 16% now. The opin- 
ions of 3% could not be ascer- 
tained. 


s “Data on buying intentions point 
toward moderation in consumer 
spending,” the report says. “Plans 
to buy new cars are at about the 
same level as a year ago. Inten- 
tions to buy used cars have been 
accounting for a growing share of 
total car buying plans and have 
again increased.” 

In addition, the report says, 
“plans to buy most major house- 
hold appliances were expressed 
less frequently this June than in 
1955 or 1956. Plans to buy houses 
also are relatively infrequent.” 

The consumers seem only slight- 


Income Change 1953 1954 
Number of cases 

% Making more now 28 «627 
% Making about the same 52 47 
% Making less than now 18 25 
% Not ascertained 2 1 


Recent Income Change: All Families 


Source: Survey Research Center, University of Michigan 


Oct. June Oct. June Oct. Apr. 
1954 


1,022 1,365 1,139 1,007 1,030 1,676 1,346 1,378 1,356 


Aug. Dec. June 
1955 1955 1956 1956 1956 1957 
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PARALLELS —Consumer buying attitudes and buying plans have for the 
past five years generally been followed up by comparable sales 
gains or losses. The durable goods sales figures here are from the 
U.S. Department of Commerce and the two consumer attitude lines 
were charted by the University of Michigan’s survey research 


center. 


in others” total 5%, same as late|ly more confident of their own 
1956. The “uncertain” figure has situations. Asked how they now 
increased from 15% late last year|stand financially compared to a 


to 17% now. 

Opinions of families making 
$5,000 and more follow the same 
pattern as “all families,” though 
they generally reflect greater opti- 
mism at all times, Of these fam- 
ilies, 77% now expect good times, 
5% expect “good in some ways, 
bad in others,” 6% anticipate bad 
times and 11% are “uncertain.” 

Effect of these attitudes on buy- 
ing thoughts has been to reduce 
the percentage of families who 
think this is a good time to buy 


year ago, 32% said they’re better 
off, the same percentage as late 
1956, and 44% say things are about 
the same, compared with 50% who 
answered “the same” in late 1956. 
On the other hand, 24% now say 
they’ve lost ground in the last year 
while only 17% said this late in 
1956. So while the “better off” fig- 
ure has remained the same, there 
has been a big shift from the “sit- 
uation the same” column to the 
|“situation worse” column. 
As for the 12 months ahead, 33% 


large household goods. Only 47% say they think they’ll be better 
now think this is a good time to! off compared to 32% late last year. 


“| SELL STOP NUTS TO THE OEM” 


W. C. “CRAIG” KENNEDY 


“Elastic Stop Nut Corporation of Amer- 
ica offers a full line of self-locking fas- 
teners, and naturally the big orders are 
from the Original Equipment Market.” 
“In my selling, the Purchasing Agent is really important.” 
“He's a buying influence I have to sell. That's why I'm 
glad Elastic Stop Nut advertises in PURCHASING NEWS.” 


ELASTIC STOP NUT 


Those who expect no change now 
comprise 46% compared with 48% 
late in 1956 and those who expect 
to be worse off now constitute 8% 
compared with 6% in 1956. 


® The reason behind the waning 
optimism, according to the survey, 
is an awareness of production de- 
clines and an increase in layoffs 
and hour and pay cuts. 

Asked whether they or their 
friends expected that these trou- 
bles would worry them personally 
in the next year, fully 50% of the 
consumers said they expected they 


would. Their specific fears were 
mainly about employment. 15% 
expressed fears about the stability 
of their employment, compared 
with 9% late in 1956. This fear, 
the report notes, is particularly 
pronounced among families with 
incomes over $5,000. 

Inflation is another cause of 
worry, the report says. “Aware- 
ness of inflationary tendencies is 
widespread and has grown during 
the past year. Not since Novem- 
ber, 1951, have as many consumers 
expressed the opinion that prices 
have gone up recently as did in 
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June, 1957. Many more people say 
today than in late 1956 that prices 
of automobiles, household goods 
and clothing have risen recently.” 


Aldon Rug Names Golbe 

A. Victor Golbe has been named 
advertising and sales promotion 
director of Aldon Rug Mills, Lenni 
Mills, Pa. He formerly was ad- 
vertising and sales promotion 
manager of Comfy Mfg. Co., New 
York. 


Howard Broad Joins Purex 

Howard J. Broad, formerly with 
Batten, Barton, Durstine & Os- 
born, has joined Purex Corp. Ltd., 
South Gate, Cal., as brand adver- 
tising manager for Blue-White dry 
bluing. 


‘Forbes’ Names Two 

Richard Gardner, formerly with 
Crowell-Collier Publishing Co., 
and Don Boardman, formerly with 
White, Weld Co., have joined the 
sales staff of Forbes Magazine, 
New York. 
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Building Group to 
Help Stations Sell 
Institutional Films 


Wasuincton, Auc. 1—The Pro- 
ducers’ Council, which represents 
nearly 200 building material and 
equipment producers and associa- 
tions, is entering tv this fall, using 
institutional films, 

The council has put together a 
documentary series to tell the sto- 
ry of the $50 billion construction 
industry. Each program will con- 
sist of four five-minute documen- 
taries, plus a three-minute inter- 
view covering news in the field. 

Participating members of the 
council pay the costs of the film, to 
be distributed to more than 200 tv 
stations by the Public Service Net- 
work of Princeton, N. J. But they 
pay no time charges. If the stations 
get any money, it will come from 
the local dealers or distributors for 
the participating companies. How- 
ever, the council promises to help 


the tv stations secure dealer-dis- 
tributor commercials. 

The “Building America” series 
will be backed up with a public re- 
lations and publicity campaign 
handled by Asher B. Etkes Associ- 
ates. # 


Vosse Joins WIND 

Fred M. Vosse has joined WIND, 
Westinghouse Broadcasting Co. 
Chicago radio station, as a member 
of its sales staff. Mr. Vosse was 
formerly with Jack Scott Inc. as 
copy chief and account execu- 
tive. He succeeds Quentin Sturm, 
who has received FCC approval 
for purchase of WKAB, Mobile, 
Ala. 


Graham Joins Thomson Agency 

Donald S. Graham has been 
named an account executive of 
Thomson Advertising, Peoria, Ill. 
He formerly was with Cummins 
Engine Co., Columbus, Ind., where 
he was supervisor of advertising 
and promotion since 1951. 


GIANT DIAL—Bell Telephone System is using this oversize dial in its 
business offices throughout U.S. to promote Yellow Pages to ad- 
vertisers and consumers. The motion display, created by Consoli- 
dated Lithographing Corp., New York, dramatizes typical services 
that might be located in classified pages of phone books. 


aie 


Network Affiliations: NBC; ABC; MBS Sates Offices: New York, Cincinnati, Chicago 
Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco 
Bomar Lowrance & Associates, Inc., Charlotte, Atianta, Dallas . . 


« «+ Crosley Broadcasting Corporation, a division of 
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Downtown Cincinnati 
Recouping Suburban 
Business, Study Finds 


Oxrorp, O., July 30—A return 
of suburbanite shoppers to down- 
town areas may be under way if 
there is any significance to recent 
developments in downtown Cin- 
cinnati noted by a Miami Univer- 
sity study. 

In the latest in a series of stud- 
ies of shopping habits of Cincin- 
nati area suburbanites, it has been 
found that downtown Cincinnati 
stores—particularly stores with a 
single field of merchandise—are 
regaining some of the business 
they have lost in the last five 
years to outlying stores in the 40- 
mile radius fringe area around 
the city. 

The pattern of recouped busi- 
ness suggests several motivating 
factors, according to Kenneth H. 
Klein and Dr. Joseph G. Seibert, 
marketing men at Miami, in their 
analysis of the survey, published 
in “Miami Business Review.” 


s “Shopping characteristics asso- 
ciated with purchases of women’s 
wear and accessories as well as 
furniture explain the increase in 
trips to downtown areas for those 
items,” they assert. Conversely, 
the difficulties of shopping with 
children in congested downtown 
areas explain, they believe, why 
children’s wear stores haven’t re- 
couped any business. 

The survey is based on inter- 
views with a panel of shoppers 
living in the suburban areas. The 
report offers no evaluation of ad- 
vertising or other possible factors 
in a trend back to the downtown 
centers. # 


Redding Named PR Director 

Winfield L. Redding has been 
named public relations director of 
Hanson & Shea, Pittsburgh. He 
has been with Ketchum, MacLeod 
& Grove for 13 years, the past sev- 
en as public relations supervisor 
of industrial accounts. 


Four A's Elects Three 

Stromberger, LaVene, McKen- 
zie, Los Angeles; Alert Advertis- 
ing Agency, Galveston, and Ridge- 
way Advertising Co., St. Louis, 
have been elected to membership 
in the American Assn. of Adver- 
tising Agencies. 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 
Don't be fooled by the “outlet map” 
on your wall! It’s one thing to put 
your product in stores——it's quite an- 
other to move it. 

If your product or service lends it- 
self to personal selling—whether in « 
home, office, store, institution, service 
pe sae ete.——it will pay you te in- 


ate the heomi 89% billien 
DIR SELLING FIELD. Manufac- 
turers and agency executives often 


amazed to learn how easy and inex- 
pensive it is te move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
provinces of Canada. 

Let us analyze your product or 
service without obligation on your 
part. If your product has petential in 
our field, we submit 34-year sales- 

plan for consideration; sample 
plan starts 50 new companies every 
month ... many of which new de 
from $250,000 to more than $12% 
million annually. 

Send factual data te our Merchan- 


dising Director, B 
Dept. A 215, Stieaman's” OFFOMTUN: 


TY —— 850 North 
leage 10, Ti. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Readers Have Strong Words 
for Dichter’s Sex ‘Rules’ 


To the Editor: After reading 
Dr. Ernest Dichter’s latest “rul- 
ing” (AA, July 22) from his Insti- 
tute of Motivational Research on 
the need for “real, unadulterated 
sex” in advertising I can, in jus- 
tice to the doctor’s up-until- 
now reputation for common-sense 
thinking, only surmise that: (a) 
the current spell of hot weather 
has gone to his head, or (b) he is| 
trying, with heavy-handed humor, 
to spoof the advertising fraternity, 
or (c) business is rather slack at 
Croton-on-Hudson and the doctor 
feels that publicity—of any kind— 
might help. 

I should like to ask the doctor 
several questions: 

Does he honestly believe that 
an illustration of a carpeted room, 
in which a hairy-backed, virile 
male, clad in shorts, is clutching 
the bare (and ample!) breast of 
a mature woman in scanty negli- 
gee while he gives her a really 
“romantic” kiss, will help sell 
more floor coverings than will an 
ad featuring simply the product 


to be sold, witha normal-chested | 


and fully-clothed young woman 
admiring its beauty? 

Assuming that our able creative 
advertising men followed the doc- 


IF YOU SPECIFY TYPE 
Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 
can save you 40 minutes a day 
We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the cighth edition. Send postal today. 
F. 4. Bartz, 112-114 W. Kinzie St., Chicage 10, i. 


tor’s suggestion, and really “put 


libido back into advertising” (and | 


by “back” he must necessarily 
mean the kind of ads that some- 
times appeared in the old Police 
Gazette, advertising virility pills 
and unexpurgated translations of 
French love stories), then our 
leading weeklies, and fashion and 
iservice monthlies would make 
| Playboy look like a pansy. Does 
the doctor neither know nor care 
that authorities on juvenile delin- 
| quency are in agreement that one 
lof the major causes of rape, sex- 
ual promiscuity, illegitimacy and 
self-abuse among our young peo- 
ple is due to too much preoccu- 
pation with sex in our national 
output of printed and filmed en- 
tertainment? 

Is the doctor aware of the fact 
that sales of a certain perfume 
which features a male fiddler 
passionately embracing a female 
pianist have been steadily slip- 
ping, while sales of a mouth wash 
which discreetly promotes femi- 
nine allure have been steadily ris- 
ing? 

Does the doctor not know what 
the feminine apparel industry has 
long known: “In your advertising 
you gotta sell the garment—not 
the girl!” 

Evidently the doctor’s researches 
‘have not included a study of con- 
|temporary films and box office re- 
ceipts, He says that whenever an 
actress appears “whom nature has 
endowed with a greater abundance 
—a sudden shudder runs from 
coast to coast.” He should study 
the queues in front of ticket win- 
dows. Those standees are not 
|shuddering. They are waiting to 
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|eye a widely-publicized freak of 
|nature, a potential milk wagon 
|on two legs. But let the doctor 
not be confused by this popularity. 
Many people will always pay to 
see magnificent mammalia, but it 
doesn’t follow that mammalia in 
advertising will help move mun- 
dane merchandise. 

The doctor says: “Put the libido 
back into American advertising. 
You will exhilarate the viewer 
and reader—and you'll sell more.” 

Pertinent proof of the wackiness 
of this advice is clinched by his 
caustic comment concerning a 
current Pepsi-Cola ad: “But look 
at her body, at her clothes! Her 
figure is that of an adolescent 
boy!” Let the doctor, the next 
time he rushes through Grand 
Central Station, pause at the 
crowd-stopping Pepsi-Cola exhibit 
in Merrill Lynch, Pierce, Fenner 
& Beane’s display space and study 
the sweet percentages of sales in- 
creases registered in recent years 
by Pepsi-Cola—with the help of 
precisely the kind of advertising 
he decries. 

If the doctor needs further 
proof of the wackiness of his 
thesis, I hereby bet him the best 
luncheon obtainable in New York 
that if he takes the Starch Re- 
ports on the latest reported issues 
of Post, Life and Journal and 
checks the ten leading ads in each 
on the basis of all of their three 
rankings, he will find that over 
50% feature neither men nor 
women, sexy or otherwise. 

Granted—a picture of a naked 
couple embracing on or near a 
bed would, no doubt, prove a stop- 
per (if the postal authorities 
didn’t stop it first!). But would 
it sell more of the merchandise 
made by the man who paid for 
the ad? 

I await a phone call informing 
me that I owe him a lunch at 
Chambord’s, but meanwhile let’s 
be charitable and blame the doc- 
tor’s diatribe on the heat! 

John J. Finlay, 


New York. 
° 
To the Editor: Like authors of 
some other “rulings” that have 


been handed down recently, Dr. 
Dichter is speaking as an author- 
ity on a subject outside his realm; 
namely, selling through advertis- 
ing. He had better stick to social 
science if he wants to change our 
customs and leave the selling to 
people in the advertising field. 
There are other stimulants than 
sex that have proved to have more 
selling power. Although feminine 
flesh has a lot of attention-getting 
value, it takes quite a tumble 
when it comes to selling power. 
I might add that its stop-power 
would fall off drastically if a ma- 
jority of ads used it. 
| Dr. Dichter’s third point, on 


iseare-ads for certain products, is 
an exceptional example of how far 
off the beam he is. A man in his 
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Goldin's Druss 3. Norisle Std. O11 1 
Tony's Barber Shop 3, B ; 
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High individual game. Bob Wilson 
216; set: Herman Hettler 586. 

High team game and set; Hoover 
Awnings, 884, 2,441. 
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field certainly should know that 
fear is one of man’s strongest 
urges. Of course deodorants and 
other products play up the fear of 
offending. Who is going to buy a 
deodorant if he isn’t afraid of B.O.? 
Just how does he propose to in- 
crease sales by removing the reali- 
zation of a product’s need? 

As for flat-chested women in 
ads and wholesome, family-type 
scenes, this is merely a reflection 
of true American living. If Dr. 
Dichter is married, he certainly 
must realize that lustful love has 
a very small part in married life. 
To women, especially, sex is only 
a small part of married life. The 
home and children are equally im- 
portant—and please remember, 
Dr. Dichter, that women do most 
of the buying of products, regard- 
less of what ads are noticed and 
read by men. Research has proved 
that a person is more easily sold 
if he can identify himself with the 
product or situation in the ad. 
How can a flat-chested “‘all-Amer- 
ican” girl identify herself with a 
bosomy counterpart in an ad? 
How can children (the principal 
buyers of soft drinks) identify 
themselves with a couple of torrid 
love-makers displaying a bottle of 
Pepsi? How can a libidinous tele- 
vision commercial exhilarate a 
“dead-on-her-feet” housewife and 
help her sell her husband on get- 
ting some work-saving appliances 
she needs? 

N. L. Fairey, 
Dallas. 


Clarifies Baby Food 
Samplings by Swift, Others 

To the Editor: We noted with 
interest your article on Page 87 of 
the July 22 issue in which you 
announced the direct mailing of 
baby food samples by Swift & Co. 

We were particularly attracted 
to the sentence reading “Swift 
said this is the first time that 
baby food samples by direct mail 
have been used.” 


While this statement may be 


Agents in 


advantages.” 


“T SELL SPRINGS TO THE OEM” 


HUNTER SPRING COMPANY 
“So, of course, I contact Purchasing 


buying, they are key men with in- 
creasing responsibilities.” 

“Most P.A.’s welcome the representative of a recognized 
manufacturer. Good reputation in advance means more 
selling time can be spent on our specific product 


“I know our advertising is read by purchasing men and 
pays off in Recognition. That's why I'm glad we adver- 
tise in PURCHASING NEWS.” 


says 


Douglas T. Keltz 


many industries. In modern 


(67°STo(THE OCEAN 


Everything's Wonderful 

To the Editor: Our competitor, 
the Miami Herald, goofs by plac- 
ing these two ads side by side. 

One claims the longest fishing 
pier in South Florida (920 ft.); 
and right next door another ad- 
vertiser claims a pier of 1,500 ft. 

Anyhow, fishing is good at both 
of them, just as wonderful as 
everything else is in Florida. 

Jim Cummings, 

Real Estate Display Depart- 

ment, Miami Daily News, Mi- 

ami. 


true of Swift promotions, it cer- 
tainly does not apply to baby food 
samplings in general. Gerber 
Products Co. has been mailing 
samples of its dry cereals for more 
years than I’d care to count. 
Beechnut Packing Co. has also 
been mailing samples of its dry 
cereals for at least two years. 

But to top off all direct mail 
promotions, for over a year H. J. 
Heinz Co. has been mailing a 
parcel post package containing 
regular size jars of a vegetable 
and fruit, a can of juice, a 4-oz. 
package of cereal and a baby rat- 
tle. This package weighs over two 
pounds and altho distribution is 
limited to a specific number of 
states, we do know that 50,000 
Florida babies received it during 
the past year. 

All companies noted, of course, 
use our birth compiling service. 

Joseph E. Stopford, 
Manager, Henry T. Hess & Co., 
Orlando, Fla. 

+ . © 


Clarifies ‘Sample Container’ 
at American Medical Meet 

To the Editor: Our medical di- 
rector, Dr. W. T. Spain, has just 
called my attention to an article 
which recently appeared in Ap- 
VERTISING AGE in which unjustified 
criticism was perhaps unwittingly 
directed towards The Purdue 
Frederick Co. 

The article to which I am re- 
ferring appeared in your June 17 
issue on Page 50 entitled “20,000 
Doctors in the House.” This arti- 
cle states in part: 

“Exhibitors were warned by 
the AMA that ‘because of criti- 
cism received about promiscuous 
sample-gathering, no bags or 
sample containers are to be dis- 
tributed by any exhibitor. No ar- 
tifice or deviation from this rule 
will be allowed.’ Some of the 
criticism came from the Food & 
Drug Administration in Washing- 
ton, which said that at previous 
AMA conventions, prescription 
drugs were issued to visitors who 
were not doctors. Despite this rul- 
ing, one company, Purdue Fred- 
erick Co., did issue cardboard 
containers in which samples could 
be stuffed.” 

From the manner in which this 
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article was presented one would | prominently 


admired, 


gather the impression that our|about, and sometimes “followed” | 


company knowingly and wilfully|that any essential oil advertiser 


violated both AMA and FDA reg- 
ulations. We feel that in all jus- 
tice to us that you should be 
aware of the true facts which are 
as follows: 

First: At this AMA convention 
the only products exhibited by 
our company were Senokot, Seno- 
kot with Psyllium and Senokap. 
All of these preparations are used 
for the correction of constipation, 
and are not required to carry the 
prescription caution legend. 

Second: Although we did dis- 
tribute a “cardboard container” 
this container was designed as a 
literature carrier, as you will note 
from the enclosed copy, and cer- 
tainly cannot be conveniently 
used to carry samples. Further- 
more, this literature carrier as 


_well as all other items distributed 


by us were cleared with the prop- 
er convention authorities prior to 
the opening of the convention. 
We feel that in light of the pos- 
sible injustice ensuing from your 
article some public means should 
be taken by you to correct the 
erroneous impression given as to 
the sales policy of The Purdue 
Frederick Co. which we have con- 
sistently maintained on an ethical 
basis. 
B. Schneider, 
President, The Purdue Fred- 
erick Co., New York. 
. . e 


Some Lacey Confusion 

To the Editor: I thought it 
would be a good idea if the 
attached was published in order 
to clear up some confusion which 
the article in your July 22 issue 
may cause, 

Jack Lacey, 
Jack Lacey Advertising Agen- 
cy, Tampa. 


“For our own protection and to 
avoid misunderstanding,” Jack 
Lacey, head of the Jack Lacey 
Advertising Agency, Tampa and 
St. Petersburg, has issued a state- 
ment saying that Paul Patterson, 
former ad manager, Florida Citrus 
Commission, has not joined his 
agency. 

“Mr. Patterson has formed a 
partnership with Mrs. Phyllis 
Lacey who, though never having 
worked in my office, was my wife 
for a short time,” said Mr. Lacey. 
“We have been a nationally recog- 
nized agency in Florida since 1945 
and since the partnership with the 
former Mrs. Lacey was an- 
nounced, many persons think Paul 
has joined our agency. 

“Solely for the purpose of mak- 
ing known the facts and to clarify 
the matter for both companies, we 
think this impression should be 
corrected.” 


Says It's Hard to Check 
on Who Came First 

To the Editor: Of course, with 
mother-hen ardor, I don’t agree 
with your editorial on Page 12 of 
the July 15 issue, but I like it. 

To set the record straight: A. 
Dingfelder, director of sales and 
advertising, Felton Chemical Co. 
Inc., in a letter dated July 3, says 
I’m all wet in hinting, saying, or 
believing that Felton was “influ- 
enced” currently to use an adver- 
tising phrase that its competitor, 
Norda, made well known years 
ago. 

Mr. Dingfelder says that Felton 
used the parent phrase in April, 
1947, and that, therefore, Norda 
must have been the copier, in the 
campaign I spoke of as creating 
comment in 1949. 

I don’t know. We didn’t have 
Norda until 1947. I find that the 
prototype of the discussed phrase 
was used by me in Norda ad- 
vertising early in 1948. I had 
never at that time seen any Fel- 
ton advertising. All I know is that 
Norda’s advertising, winner of 
several awards in its field, has 
always been among the most 


has ever run. 

I didn’t use the word “stolen,” 
you'll recall. You did. It has just} 
seemed interesting, at least, that 
Norda’s stuff has become so well 
known. I’m still not sure that) 
Norda didn’t do this thing first, | 
but maybe not—it’s hard to check. 

Anyway, I’m certain that Nor- 
da’s advertising has become the | 
best known. Maybe somebody 
preceded Churchill in using 
phrases Winston is credited with. | 
I’m sorry if I implied unjustly, if| 
I implied at all. Will you say that 
[ said so? 


C. Ralph Bennett, 
Executive Vice-President and 
Creative Director, Fred Gard- 
ner Co. Inc., New York. 
7 * ° 
Fun, Sure; Not Hysterics 
To the Editor: May I be the 
last to call to your attention that 
my advertising Bible (ADVERTIS- 


ING AGE) has two saints saying 


ing. The Creative Man’s Corner 
has a savage attack on being 
“Painfully Happy,” while on the 
opposite page my co-worker about 
34 years ago, Jim Woolf, preaches 
“The Desire for Fun Is an Urgent 
Motivating Force.” 
I guess that just leaves us the 
Townsend Brothers and Starch. 
Don Murphy, 
Vice-President, G. M. Basford 
Co., New York. 


AA contributors are not 
“saints” and they do not voice 
“gospel.” Instead, they express 


opinions and judgments, and they 
have every right to disagree ... 
although in this instance it is our 
opinion that no disagreement is 
present. 

* 7 


How About ‘Sewers’? 

To the Editor: Um-m-m Boy 
... Having indulged yourselves 
in a bit of semiology, I hope your 
“For Sempstresses” (AA, July 15) 
wins everlasting sempiternity. . 


talked diametrically the opposite teach-;but, I sincerely hope this semi- 


|durnal effort never creates de- 
‘lusions of semiramis nor ever be- 
comes senatus consultum. 
So...now you consult the dic- 
tionary! 
Frank Zack, 
Account Executive, Heritage 
Advertising Agency, Bridge- 
port, Conn. 
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TOLEDO 1s the key 


ee ee 


A a LL TTP 


to the sea 


A great and growing port, already ninth among all ports 
in the U. S., Toledo is the hub of Ohio’s third market 
with $1,996,423,000* net effective buying income. 
What will it be when the St. Lawrence Seaway is 
completed? Keep your sights trained on Toledo, the 


key to the sea. 


TOLEDO’S NEWSPAPERS 


are the key f to this 
great and growing market on the 
St. Lawrence Seaway 


The 14-county Toledo Market served by the TOLEDO BLADE 
and TIMES is one of the three top ranking markets in Ohio. It 
is next only to Cleveland and Cincinnati in net effective buying 
income. It is third also in food sales. It is first in farm sales. You 
can open the door to this big, growing, industrial-agricultural 
market if you use the proper key—the TOLEDO BLADE and 
TIMES. There are no duplicate keys. Send for your copy of 
the 1957 Toledo Market Map. 


BY MOLONEY, 


*Sales Management Survey of Buying Power, May 10, 1957. 


REGAN 


PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


“The Tide Turns Toward Toledo” was the 
theme of a 40 foot display which gar- 
nered compliments from those who 
attended the week-long National In- 
dustrial Exposition held in New York's 
Coliseum, May 19-24. The exhibit, a 
composite of the many advantages 
offered by the Port and the city, was 
sponsored by the Port Authority and the 
Toledo Industrial Development Council. 
Visitors were surprised to learn that the 
Port of Toledo handled 35 million tons 
of cargo in 1956 and more than 5,000 
ships. 


Erection of a $7 million coal dock, 
largest facility in the world for trans- 
ferring coal from railroad cars to boats, 
is underway for the Chesapeake and 
Ohio Railway at the outshore énd of their 
present ore unloading slip at Presque 
Isle on Maumee Bay. Scheduled for 
completion in June of 1958, the dock 
was basically designed by C & O en- 
gineers to load the largest ocean-going 
ships expected to use the Port of Toledo 
upon completion of the Seaway in 1959. 


& SCHMITT, 


TOLEDO BLADE Daily ond Guudoy. TOLEDO TIMES Mowing 


REPRESENTED 


inc. 
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Biddle Builds Big 
Agency in Small Town 


(Continued from Page 3) 

ing agency that employed us and 
went into business that same day. 
Ethics had prevented us from ap- 
proaching any of the clients we 
had been handling and therefore 
our doors were opened without an 
account in the house... Our orig- 
inal letterhead was designed as 
we stood at a counter in a printing 
office. It had no engraving in it 
because a cut would have cost 
$4.38... 

“The first six months our mar- 
gin was $3,600. We made it do. 
Today a margin of $3,600 per day, 
255 days per year, would hardly 
be enough to operate our busi- 
ness.” (“Margin” is a relatively 
unfamiliar term in agency circles, 
but not at Biddle. It means the 
agency’s income, as distinguished 


from its billings—the difference 
between what clients pay it and 
what it has to pay out for space, 
time, engravings, etc. This year 
Biddle’s “margin” will be some- 
where near $1,100,000—the equiv- 
alent of more than $7,000,000 in 
billings.) 


s But to continue with Everett 
Biddle’s historical sketch: 

“In the early days,” he wrote, 
“our growth was slow. World War 
II broke out six months after we 
opened our doors. We could not 
hire people. In addition, we had 
to get together a modest working 
capital before we could expand, 
and—frankly, the management... 
had to learn how to manage! 

“After the war our rate of 
growth stepped’ up to 20% and 


25% yearly. In 1950 we reached 
$1,000,000. By 1956 we had passed 
$5,500,000 and in the next year 
or two our annual volume ap- 
parently will hit the $10,000,000 
level. Holy smoke! 


s “Today we find ourselves with 
a staff of 95 people serving over 
60 clients in a seven-state area. 
Out of the 4,100 advertising agen- 
cies in America scarcely 100 are 
of greater size than this one. And 
all of these are in large cities. 

“An agency doing our volume 
in New York would occasion little 
comment. A $10,000,000 advertis- 
ing agency headquartering in 
Bloomington, IIl., of all places, is 
evidently something of a phenom- 
enon. . .” 

A few of the figures are already 
out of date. Since the folder was 
printed, Henry Flarsheim and 
some associates and accounts from 
the Chicago office of Bozell & 
Jacobs have joined Biddle’s Chi- 
cago office, and the N. A. Winter 
Agency in Des Moines has been 


Bramble 


absorbed. So Biddle now has 105 
people in Chicago, Kansas City, 
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Only Boston 
exceeds Worcester 


intensive coverage by 
the Telegram- 


160,531 Daily} — 106,655 Sunday? 


Gazette 


1957 Sales Story —10 Year Growth 


POPU ation enieccserscsscenee 


581,500 cece p 17% 


Retail Sales...n.cm.u $636,221 ,000...ccscossne Up 57% 


*Sales Management Survey of Buyin 
tMarch 31, 1957 A.B.C. Publisher's 


The Worcester 


$987,269,000 cnn p 80% 


Power May 1957 
tatement 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


Farris 
IN BIDDLE HIERARCHY—Lee Farris, vp in charge of marketing and mer- 
chandising, and a Biddle “senior partner,” confers with Harold 
Bramble, senior art director, and Woodward Bach, operations 
manager. 
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St. Louis and Des Moines, with 
79 of them housed in the original 
“Dakasu” and a modern extension, 
as well as an annex across the 
back yard which houses the staff 
of 13 artists and art directors. 


Small Town Flavor 


The Biddle agency is unusual 
in more ways than its size. It is 
a kind of grass roots, “corny” ad- 
vertising agency if you will, with 
a homely, down-to-earth philoso- 
phy and a quiet belief in its own 
competence, and in the fitness of 
things, that stems directly from 
Everett Biddle, who is now in his 
early 50s, and whose quiet voice 
and unpretentious manner would 
never get him a casting director’s 
second glance, if the part to be 
filled were that of a successful 
agency president. 

Biddie thus far has managed to 
grow to considerable size while 
still retaining the appearance, the 
feeling, and the spirit of a small, 
almost a family enterprise. The 
agency is a corporation, but Ever- 
ett Biddle—and every one else— 
tells you that there are three 
“senior partners”: Everett (who in 
combination with his wife main- 
tains control); Roy Biddle, Ever- 
ett’s elder brother, who came with 
the agency in 1944 and, as vp and 
treasurer, runs the business and 
financial end; and L. Lee Farris, 
vp, who joined up in 1944, is listed 
as manager of the plans board and 
has over-all supervision of ac- 
count handling and new business. 
All three are in their 50s. 


@ There are also some “junior 
partners.” At the moment these 
are Ed Russell, vp, head of the 
account executive department un- 
der Mr. Farris, who came from 
New York seven years ago; Don 
Carter, vp, who had a mailing 
service in Kansas City before he 
joined Biddle three years ago and 
is am account supervisor; Paul 
Baker, an account supervisor with 
a background of sales on Farm 
Implement News and Farm Jour- 
nal; and “two others who haven’t 
had a chance yet to make a deci- 
sion about buying stock.” 

Everett Biddle explains that he 
intends gradually to extend own- 
ership until there are about ten 
“partners” as a general move to- 
ward retirement. When he reaches 
60 (his brother Roy will then 
be 65) he hopes both he and Roy 
can retire, and probably Mr. Far- 
ris also, and turn the business 
over to the “junior partners.” 

Until then he will probably con- 
tinue to operate a family-type, 
easy-going organization with over- 
tones of small-town neighborliness 
and big-brother paternalism that 
tend to seem unbelievably naive 
or phony until you experience 
them yourself—and then you still 
don’t quite believe them. 


= What other agency, for exam- 
ple, has a weekly sing? Or a pres- 


ident who buys Bull Durham by 
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the case, and deftly rolls his own 
cigarets? Or, for that matter, a 
twice-daily “recess” instead of a 
coffee break? The Friday morn- 
ing “recess” has developed into an 
all-agency sing, with Don Glas- 
gow, a senior copywriter, at the 
piano, and Roy Biddle doing the 
leading. 

The daily “recesses,” held in the 
employes room in the basement 
of the building, are truly an all- 
agency event. The day we were 
there, Everett Biddle interrupted 
our conversation apologetically 
when the recess bell rang, to ex- 
plain that he made it a practice 
always to attend the recess when 
he was in town, and that he ex- 
pected everyone else in the build- 
ing—including clients and other 
visiting firemen—to do likewise. 

So we joined the 60 or so in- 
town members of the Bloomington 
staff in a completely informal af- 
ternoon break, which incidentally 
gave Everett a chance to notice 
that one staff member wasn’t 
looking as well as he should, and 
to discuss what might be done 
about it with the individual’s de- 
partment head. 


= While we are at it, we might 
also inquire, purely rhetorically, 
what other agency has the re- 
sponsible account executive toll a 
deep-toned bell when a new ac- 
count is acquired? Or, what other 
agency manages, without com- 
plaint and without difficulty, to 
have its staff work from 8 a. m. 
to 5 p.m. daily—thus getting some 
160 hours of extra work daily out 
of its Bloomington staff? 

Corny? Hick stuff? “We have 
never had an account executive 
leave us and take an account with 
him,” says Everett. “The last 
copywriter we lost left us five 
years ago. We have never lost an 
artist.” 


Internal Setup 


Biddle thinks it has a way with 
people, and that it gets and keeps 
outstanding advertising men of all 
kinds from all over the country 
because of the fun of working in 
a congenial atmosphere in a small 
town, free from the usual big-city 
irritations; because it has an un- 
usual internal operation which 
spreads authority around instead 
of keeping it closely centralized; 
and because it has a policy of 
spreading the money and rewards 
around in a manner which is not 
typical of most small-city agen- 
cies. 

The heart of the internal setup 
and of the agency supervisory 
system is “the five-system.” “We 
assume,” Everett Biddle ex- 
plained, “that everyone can su- 
pervise at least five people in the 
organization, and that direct su- 
pervision of more than five begins 
to get difficult. Here’s how it 
works: 


s “Let’s start with an account ex- 
ecutive. If his time begins to be 
pretty well taken up (and we've 
come to the conclusion that some- 
where between $300,000 and 
$400,000 in billing is about all a 
man can handle by himself), he 
gets an assistant. When the assist- 
ant has a full work load, the 
original account executive gets an- 
other assistant—until he has five. 
That means, of course, that the 
account executive is now an ac- 
count supervisor with five account 
executives to supervise. If the 
work load continues to grow, a 
new group is formed—usually by 
making one of the existing 
account executives the nucleus of 
the new group. 

“So far, this is not so unusual. 
It is pretty much the way account 
supervisors work in other agen- 
cies. But we use the five-system 
all through the shop. It applies to 
artists, to stenographers, to every- 
one. And in the account executive 
setup it is still unusual, because 


ter the supervision around among 
various offices. For example, Don 
Carter, whose headquarters are 
here in Bloomington, supervises 
three account execs here, one in 


Moines!” 
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account managers, and every ac-|and a secretary. 
count has three people assigned to 


The size of the Bloomington 


@ Under the Biddle system, ac-|it—an account executive, an ac-/j|staff is explained by the fact that 
count executives are not expected|count manager, who is the inside| Biddle centralizes all activities— 


to write copy, at least not as a|man actually steering 
Kansas City and another in Des|regular thing. They are strictly 


the ac-|writing, art, production, book- 


count’s work through the shop, | keeping, etc., in Bloomington—and 
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: “The Ring Cy of Truth” 


we deliberately, sometimes, scat- 


COPLEY NEWSPAPERS 


REPRESENTED NATIONALLY BY WEST- 


for a firm grip on this rich 
NORTHERN ILLINOIS 
MARKET 


your best selling-tool is 


THE COPLEY BIG 3 


AURORA BEACON-NEWS 
ELGIN COURIER-NEWS 
JOLIET HERALD-NEWS 


The COPLEY Big 3 Newspapers in Northern 
Illinois penetrate and sell Illinois’ number one 
market, outside Chicago. In 1956, the 

472,932 people who make up the Aurora-Elgin- 
Joliet market accounted for $321,304,200 

in retail sales. 


And the COPLEY Big 3 Newspapers add up 
to a solid savings package in this 3-in-1 
market. When you buy all 3, you save 9%ec a 
line — or 17%. 


It figures! The COPLEY Big 3 group 
is your most effective — and most economical — 
selling-tool! 


Separate Line Rates: 


15 “Hometown” Newspapers covering Northern Illinois — 
Springfield, Illinois — Greater Los Angeles — and San Diego, 
California. Served by the COPLEY Washington Bureau 

and the COPLEY News Service. 


HOLLIDAY CO., INC. 
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uses its branches as contact and} » 


service offices. Everett Biddle) 


thinks this is the only really ef-'|~ 


ficient system, because it permits | 
of full quality control, but he ad-| 
mits sadly that he may not be! 
able to maintain so tight-knit a| 
creative organization. 


# “I’m afraid,” he says, “that I’m 
going to lose the battle, or at least 
partially lose it. I’ve already lost a 
little in Chicago and Des Moines.” 

He admits, ruefully, that the 
agency is a mite weak and lacking 
in development in broadcast me- 


dia, and he thinks he will have to! 


build this portion of the business 
up in the metropolitan offices. 
“It’s a little difficult to buy 
broadcast time here because so 
many things are make-up-your- 


GEE! | want some 


of those cookies!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““ WGN-TV = 


mind-this-second deals,” he says. 


Pays High Scale 


Nobody at Biddle—least of all 
“senior partners’”—kids himself 
about atmosphere, working condi- 
tions, diffusion of authority or 
anything else taking the place of 
money. So Biddle pays its people 
well; not in fringe benefits (of 
which the Biddles are a mite 
skeptical), but in weekly and 
monthly pay envelopes. Everett 
Biddle says flatly: 

“Every time we have studied 
comparative pay scales, we have 
found that we pay our people 
much more than other small-town 
agencies, and a little more than 
most big-city agencies our size.” 
And proudly, he says that Biddle 
account supervisors make from 
$20,000 to $35,000 a year. 


® With office, secretarial, clerical 
and similar personnel, and with 
artists, Biddle pays conventional 
salaries, gives merit increases, and 
passes out bonuses. But with writ- 
ers as well as account handlers, 
a “commission” system operates. 
Here’s how it works: 

A copywriter comes in at a 
fixed salary when he joins the 
organization. He knows what his 
salary is, and he also knows that 
he won’t get a raise for a year. 
At the end of the first year he 


New offset press cuts costs for 
many publishers and agencies 


Big new web-fed offset press pro- 
‘ vides the perfect answer for those 
“problem” jobs that are too long 


for sheet-fed presses and too short 


rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x 11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — curre 
printing program sections of four editions 


of TV Gumwe Macazine. 


fc,, Write for samples 


and price information 
~ 


Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
Stopping the press! A valu- 
able advantage for many 
advertisers. 
SSSeeeeeeeeeeeeeee 


for 


ntly 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD e« KANSAS CITY 15, KANSAS 


READY FOR WEEKLY SING—Biddle agency’s Bloomington 
staff gathers in the employes’ room on Friday 
morning for “recess” and the weekly sing. Wives 


| 


gets—in addition to his fixed base 
pay—a “commission” of one- 
fourth of 1% of the billing of the 
accounts he writes on. He gets 
the “commission” monthly, with 
his regular check, based on pre- 
vious month’s billings on the ac- 
counts. If he is writing on ac- 
counts billing $300,000 annually, 
for example, his “commission” the 
second year of his service is $750. 

During the third year, the copy- 
writer’s commission increases to 
three-eighths of 1%—and with the 
expansion in billings that has tak- 
en place in recent years, this prob- 
ably makes for another substan- 
tial raise in pay. 


# Account executives, as is not 
uncommon, work strictly on com- 
mission, but even here Biddle re- 
fuses to conform to conventional 
practices. The percentage of com- 
mission is a diminishing one, with 
the highest rate paid on the first 
volume. The theory here is that 
the new man has a hard time 
making his draw at first, and the 
higher rate of commission on the 
lowest volume of business makes 
it easier for him to maintain his 
standing. Account supervisors 
work on a flat salary plus an 
override on the “margin” of all 
advertising handled by their 
group. As a general rule, account 
supervisors get from 60 to 80% 
of their pay in salary, and 20 to 
40% in override. And, as men- 
tioned earlier, currently their to- 
tal compensation ranges from $20,- 
000 to $35,000. 


s “A lot of agencies don’t like 
commissions, and there are some 
inherent weaknesses in the com- 
mission system,” Everett Biddle 
says. “But I don’t think I would 
ever want to run an agency with- 
out commissions or profit-sharing. 
I think we ought to pay people 
well, and since we pay them well 
I think we should keep them busy. 

“I don’t know any system that 
is a more perfect guarantee that 
people will work hard and ef- 
ficiently—whether you're looking 
over their shoulder or not—than 
the commission system.” 


Liaison System 


The four branches—in Chicago, 
St. Louis, Kansas City and Des 
Moines—pose an _ organization 
problem which so far has been 
satisfactorily solved, but which 
ultimately may somewhat upset 
the cozy small-town way of life 
of the Biddle agency. 

For one thing, the personnel of 
the branches has not been hand- 
picked and added to the happy 
family, one by one, as the Bloom- 
ington staff members have. In the 
second place, they are physically 
removed from the small town pa- 
ternalism and family spirit which 
permeate the Bloomington staff. 

To counteract these natural dif- 
ficulties, Biddle has inaugurated a 
calculated system of liaison with 
branches. There is a “liaison sea- 
son,” during which not a week is 
supposed to go by without “some- 


(and husbands) of staff members are invited to 
participate during a six-week period in the summer. 
Everybody is expected to join the singing. 


|those offices being here.” Since 
|the four branch offices are small 
|in numbers of people, it does not | 
|take too many weeks of planned 
|visiting back and forth to give 
jeveryone a feeling of participa- 
tion. 


. Biddle has a company picnic 
}once a year, and a company din- 
ner. And at Christmas and at 
the time of the company picnic 
it pays the expenses of people 
in other offices who can attend. 
Twice a year Everett Biddle 
makes it a point to write to the 
wives (or husbands) of employes, 
telling them about what the bus- 
iness is doing, the progress it is 
making, the problems that have 
arisen, etc. “After all,” he says, 
“when you hire a man, you sort 


5 ee eee as 
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jeasy a time getting consideration 


from the $1,000,000 ones. 

“We want our volume split. 
We've seen too many agencies go 
down the drain because they lost 
their big account, and we don’t 
want it to happen to us. We hire 
people ‘for keeps, and we 
wouldn’t like the idea of firing 
someone because we lose an ac- 
count. 

“What I’d like if I could have 


|my druthers,” he said with just 


a touch of dream-come-true, “is 
about 100 accounts of $250,000.” 


® Biddle proudly proclaims that it 
is “a merchandising agency” and 


|that it conceives of merchandis- 


ing, promotion and advertising as 
a single problem. And this con- 
cept is borne out by the fact that 
about 35% of the agency’s “mar- 
gin” is in production and collater- 
al—mailing pieces, brochures, 
folders, films, dealer sales helps, 
recruiting materials, etc. Another 
35% goes into magazines, includ- 
ing business and farm publica- 
tions; newspapers get about 10%, 
and so does outdoor, and some- 


thing less than 10% goes into 
radio and television. 
The agency shoots for a net 


profit of 15% on its “margin” be- 
fore bonuses and taxes. “We made 
it last year, but not the year be- 
fore,” Everett. Biddle explained, 


|“and I doubt that we'll do it this 


year. It’s a funny thing—when 
we did $3,000,000 we had trouble 
making a decent profit, and now 
it looks as though we'll have the 
same trouble with $7,000,000. It’s 


jawfully hard to solidify an agen- 


redeem. ot HE 
| ee 


a 


Kinney Sunwall Reinhard 


of hire his wife, too. She’s entitled | 
to a feeling of participation in 
what he’s doing.” 
In the summer, there is a six-| 
week “invitational period,” during | 
which wives are invited to attend | 
one or more of the Friday sings. 


Expects to Grow 


Everett Biddle and his “part- 
ners” talk about their business 
with surprising freedom and 
frankness and a quiet confidence 
born of years of steady growth 
and belief in the essential right- 
ness of their method of operation. 

The agency has no dominant ac- 
count. Each of its two largest— 
Clinton Machine Co. and State 
Farm Insurance Co.’s agency de- 
partment—bills in the neighbor- 
hood of $600,000. At the other end 
of the scale, many are substantially 
below $100,000. 


es “Once or twice a client has 
made some crack about maybe we 


account,” Everett Biddle said. “It 
worries me. We never want to get 
into that frame of mind. I am 
very much more interested in ten 


are getting too big to handle his| 


ao ash 


Lausmann 


Rawley 


ROY LIKES IT MODERN—AI Lausmann, copy supervisor; Shirley Sun- 

wall, media director, and John G. Reinhard, account executive, 

take over Roy Biddle’s desk for picture-taking purposes. With them 

are Harold W. Kinney, advertising manager, and James Rawley, 
of Fisher Governor Co., Marshalltown, Ia., Biddle clients. 


cy. But I guess we can’t complain; 
we've never had a year in the red 
nor one in which we didn’t grow. 

“There’s another funny thing: 
year after year we have run just 
about one person for every $10,- 
000 of margin. And that’s one of 
the problems this year. We’re up 
about 15% in volume, but our 
payroll got away from me. It’s 
running about 71% of our margin 
and I like it at 68%.” 


® Biddle’s advertising philosophy, 
as one would expect from a grass 
roots agency, is pretty earthy. 

“Our basic philosophy,” Everett 
explains, “is that any product on 
the market for any length of time 
has a reason for existence, and 
our problem is to write ads ‘that 
spell out that reason for exis- 
tence in the most attractive and 
convincing manner. 

“We don’t often attack things 
obliquely—although we can if 
there seems some special reason 
for it. But mostly, if we run a 


|picture of a dog in an ad, it’s like- 


ly to be a dog food ad. If a man 
is marketing a power lawn mow- 
er, for instance, we assume that 


$100,000 accounts than I am in/he had thought about that mower 


one from here being in the other|one $1,000,000 one—and it’s only |a lot. He has thought about what 


offices, and someone from each of | partly because we don’t have too it should do and how it should do 
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it, and what features to put on| 
it that are better than some one | 
else’s features, and he’s planning | 
on selling maybe $5,000,000 worth | 
of these mowers to people who| 
can use them... so we just ad-| 
vertise the mower.” 

“You know,” he added, “there | 
aren’t really a lot of advertising | 
men around. There are plenty of 
agency men, and plenty of pitch) 
men, but lots of them aren’t really 
advertising men.” 
= Where is the agency going from | 
here? Everett Biddle has thought 
about that for a long time. 

“You may think I’m pulling 
your leg,” he says, “but when I 
first went into business I didn’t 
know how to get an ad into a 
magazine. I picked up a Four A’s 
insertion order in a client’s office 
one day, and I used the form for 
years before I discovered it was 
a Four A’s form. 

“I don’t know how we went so 
far. I really don*t know what for- 
tunate combination of circum- 
stances has helped us get ahead 

.. except that I’m sure our 
greatest single asset is the truly 
exceptional staff we have assem- 
bled here. And our location is 
greatly responsible for that. 


s “Once I thought we’d have a 
national organization, but more 
and more now I’m thinking in, 
terms of the prairie states—of a| 
radius of maybe 450 or 5006 miles | 
from here. We're a_ traveling 
agency—we constantly go out to 
the client—and we do most of our 
traveling by plane. 

“None of us pilots a plane, so 
we don’t own one. Instead, we 
use two on contract. When two 
men go together, which is com- 


mon, contract rates are just 
slightly more than commercial 
airlines costs; when three go, 


which is not uncommon, you save 
money. 

“As far as I am concerned, I 
can have an early breakfast at 
home, go to lowa (where we have 
as much business as we have in 
Illinois) for a full day’s work with 
clients, and still be home for a 
late dinner. That, I think, is near- 
ly ideal, and it wouldn’t be pos- 
sible if we tried to become na- 
tional.” # 


Aug. 8 Detroit and Toledo news- 


derella product, Slenderella bread 


Women May Stay 
in Puerto Rico 
Rum Advertising 


(Continued from Page 1) 
past week boil down to this: 


e DSI says that it has received | 
nothing from commonwealth of 
Puerto Rico officials except an ac- 
knowledgement of its letter of pro- 
test and a statement that the mat- 
ter of using pictures of women in 
ads is being considered. 


e The logotype in the Puerto Ri- 
can rum ads that appeared this 
week in the New York Times, New 
York Herald Tribune and the Los 
Angeles Times has been changed. 
It formerly included in parenthe- 
sis: (Rum Promotion Division). 
This has been dropped. 

The logo now is: “Common- 
wealth of Puerto Rico, Economic 
Development Administration, 579 
Fifth Ave., New York 17, N.Y.” At 
the agency, Ogilvy, Benson & 
Mather, it was said that this 
change was made on instructions of 
the client for legal reasons. 


e A spokesman at Rums of Puer- 
to Rico told ADVERTISING AcE that 
the change in the logo was made 
for technical reasons and had noth- 
ing to do with the DSI protest. He 
confirmed, however, that the cur- 


| 
| 


| 


|played up the issue. Since then the 
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, Gun"’—30 minutes. 


NOW 
slenderella 
‘bread 


belipe you put Sigel 
on a det! 
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By Maurine Christopher 


| New York, Aug. 2—There is a 
good deal of discussion these days 
about the sales troubles of the tv 
| networks. 

| This talk has been generated 
partly by counter claims of ABC 
|}and NBC as they pitch hard to get 
jrid of unsold evening periods. It 
lreceived new impetus this week 
|when word leaked out of NBC’s 
| postponement of summer vacations 
for all its network tv salesmen. 

NBC figures that now 
time for hard-selling on its unsold 
nighttime periods. If all goes well, 
the salesmen probably will start 
getting away toward the end of 
August. The move is not unprece- 
dented; it has happened in other 
years when sales lagged. 

Since the New York Times 
front-paged reports of tv’s “tough- 
est selling season” last week, the 
discussion has turned into a debate 
as to just how much trouble, if 
any, the networks are in. It has 
also become a question of which 
one has the most trouble. 


\ 


slenderella. > “ty 
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SPECIAL FORMULA—This color page in 
papers introduces the first Slen- 


(AA, July 29), licensed to General 
Baking Co. Slenderella’s agency, 
Management Associates of Con- 
necticut, is handling the campaign. 


and is intended to sell both Puerto 
Rico, the island, to potential tour- 
ists and Puerto Rican rum to U. S. 
consumers. 

Formerly the tourism advertis- 
ing was limited. Most of the Puer- | 
to Rican advertising was devoted 
to promotion of Puerto Rican in- 
dustrial development and Puerto 
Rican rum separately. 

Now the rum and tourism ad- ‘ 
vertising has been consolidated.|hours and two fringe half-hours 
The combined account is estimat- | (10:30 p.m., EDT) available. Oth- 
ed to have a budget of about $1,-| erwise, the CBS tv network is sold 


s For a starter, part of that one is 
jeasy, It isn’t Columbia Broadcast- 
}ing System, which has only three 


000,000 and is currently using the | solid for fall—7:30 to 11 p.m., EDT, 


three newspapers mentioned, plus | seven days a week. Billings for the 
nine magazines: Esquire, Fortune,|first half of the year are nearly 
Gourmet, Harper’s Bazaar, Holi-|10% ahead of last year and day- 
day, Newsweek, Sports Illustrated,|time business for fall, despite 
The New Yorker, Time and Vogue. | gains made by a revitalized NBC 
It will continue through June,| daytime schedule, is steady. This 
1958. jis the kind of “trouble” a lot of 
businesses would welcome. 
# When the campaign broke early! NBC, which is revising 60% to 
in July, it was reported that the|70% of its nighttime schedule for 
main object of the campaign was |the fall, is behind its usual July- 
to make rum drinking fashionable. | August sales pace for regular 
Departing from conventional liq-| shows, with about three choice 
uor advertising, the ads, by using | nighttime hours unsold at this 
women as part of their Mr. & Mrs. writing. However, in the same 
testimonials for rum, stirred up a breath it should be noted that 
lot of controversy among people in| nRC’s gross sales for the first half 
the liquor industry. DSI filed a| or 1957 were eran, Gas 
formal protest. The trade press daytime business is 100% ahead 


of last year’s levels and that the 
network has sold $40,000,000 worth 
of “specials” for the coming sea- 
son (see separate color story, Page 
50). 

The term “spectacular” is now 
passé at NBC, which uses the term 
“special” to encompass telecasts 
“that are different from standard 
fare and not broadcast weekly.” 
Under this definition NBC’s list of 
100 “specials” includes “Wide 
Wide World,” “Omnibus” and the 
“Bob Hope Show” as well as “Tex- 
in the liquor industry, many be-|aco Command Appearance” and 
lieve. The taboo against women in | the “Standard Oil 75th anniversary 
liquor advertising is characterized | show.” 
as unrealistic, ridiculous and out- | 


tourism theme has been accentu- 
ated a little. 

But a good many advertising, as 
well as liquor industry, people are 
more or less apathetic about it. 
They point out that cigaret manu- 
facturers for a long time never 
showed women in cigaret adver- | 
tising, but that since smoking be- 
came an accepted social custom 
for both men and women, the use 
of women in cigaret ads has be- 
come a matter of course. 

The same thing is bound to come 


Coy Clients Force TV NetstoBecome — 
Pursuers as Fall Time Sales Falter — 


ce , 
| with their agencies, adopted a more 


is the) 


choice nighttime alternate half-| 


Alternate weeks on “Suspi- 
cion”—30 minutes. 
Tuesday: 
Weekly half hour at 7:30 p.m., 
EDT, “Panic.” 
Alternate weeks on “Califor- 
nian”—-30 minutes. 
Wednesday: 


: ; : Weekly slotting on “Wagon 
| cautious attitude toward major ad- Train”—~ene hour. 

vertising investments in all media. | Thursday: 
|Another is that the same infla- | Alternate weeks on “Tic Tac 
tionary pressures working on spon- | Dough”—30 minutes. 

sors have been working on the 
/networks in terms of increased ABC 
| program costs. Another is that day-| Sumday: 


8:30 to 10 p.m., EDT, weekly— 
no shows announced. 
Monday: 
7:30 p.m., EDT, half-hour 
weekly. No show set. 
Tuesday: 
Alternate week half-hour on 
“Sugar Foot.” 
10 p.m., EDT, half-hour week- 
ly. No show announced. 
Friday: 
Alternate weeks on 
Bowie”—30 minutes. 
Alternate weeks on “Colt 45” 
—30 minutes. 
Saturday: 
All evening hours open except 
the 9 te 10 p.m., EDT, period. 


| time tv and special programs have | 
become increasingly attractive | 
buys and this has probably si-| 
phoned some money from regular | 
nighttime network periods.” | 


® Mr. Sarnoff did not mention 
still another reason which some 
people consider to be a contribut- 
ing factor—that is, stronger com- 
petition from ABC, which has 
signed up some of the hottest show | 
| business personalities for fall and) 
is using them to attract equally 
big name sponsors—e.g., Frank | 
|Sinatra (Chesterfield and Bulova) | 
land Pat Boone (Chevrolet). 
One new ABC sponsor, Kaiser | 
|Aluminum, was acquired directly | 
from NBC, which lost this adver-|* What if an advertiser wants 
tiser as a part of the aftermath of |some of these time periods but 
its program shakeup. When NBC |doesn’t care for the show the net- 
insisted that “Kaiser Aluminum| Work has selected? Suppose he 
Hour” be moved to a later period, likes 7:30 to 8:30 Wednesday nights 
| Kaiser decided to spend its tv dol- | but doesn’t like, or feels he can’t 
jee Bae cay | afford, the $160,000-a-week “Wag- 
Despite a fast start in the early|on Train?” yen 
stages of the selling season, ABC! Robert Kintner, exec vp, indi- 
still has by far the biggest chunk |cated that NBC is committed to 
| of night time available—more than | this show and is sure it can be sold. 
|five hours, though the network is| But money talks particularly 
| slightly ahead of its nighttime sales |!oud in a seller’s market, and net- 
| pace of previous years. work executives with time unfilled 

However, a valid assessment of would be expected to listen to what 
_the business outlook at ABC should | Sponsors with cash in their hands 
take into consideration such plus|have to say in these hard-selling 
factors as: (1) the improved start-| summer days. at 
ing lineup picture and (2) the | The NBC list of availabilities 
stronger—and more plentiful—| may have changed by the time this 
|programming booked for fall. | story is printed. Mr. Sarnoff re- 
ABC’s billings for the first six|ports that “two important night- 
months of this year are up 4.5% | time sales have been finalized,” 
|over last year’s levels and Oliver | but neither he nor other execu- 
Treyz, vp in charge of the net- | tives at the network will say what 
_work, predicts that business will | Shows have been sold or to whom. 
|be up 30% over the 1957-1958 | The NBC president predicts that 
| season. his network, as well as CBS, will 
j|be “in a sold-out nighttime posi- 
® ABC also reports progress in| tion when the fall season begins.” 
|daytime sales standings, with two| But for now, he sizes up the net- 
hours of new Saturday program-|Wwork tv industry: 
|}ming sold and with much of the 
5 to 6 p.m., EDT, kidstrip booked. | ® “Good over-all economic health; 
Yet most of the day is conceded to | problems arising from inflationary 
CBS and NBC; ABC doesn’t sign | aspects of economy common to all 
/on until 3 p.m., with a band show | business; selling market tough, 
originating from Philadelphia. | somewhat spotty, but picking up 

What does this more fluid net-| hopefully. Needed: More shoe 
work tv picture mean for the ad-|leather, less talk about inflated 
vertiser? Primarily it means that| income.” # 
he will be able—as he has been for 
several months—to make a freer 
choice in spending his network tv 
dollars. And he no longer has to 
snap up whatever is offered for 
fear of being left out. 

Assuming the would-be evening | 


“Jim 


Buick Apologizes 
tor Commercials 
on Fight Telecast 


rent campaign, which features 
both rum and tourism, is really a 


consolidation of the two themes | 


sponsor has enough uncommitted 
funds and no product conflict with 
adjacencies, as of this date he can 
buy: 


dated. le Drum roll announcements for 


’ |these “specials” notwithstanding 
# On the other hand, some liquor | the fact remains that NBC has 


executives point out that the Drys | much more unsold night time than 
have an exceptionally strong lobby | y<uaj for so late in the summer. 
rt Washington. = — and has | what accounts for this situation? | 
eECes Congress W Gc: om ee The network’s explanation came 


ly. Ne show announced. 
alistic, ridiculous, outdated” legis-|,, . | Thursday, alternate weeks on 
lation, they say. | this week from Robert A. Sarnoff, 


wegtiieds: “er to radio-tv | arbor Master”—30 minutes. 

At the Puerto Rican rum pro- | President, in a letter to r | Friday, alternate weeks on 
motion division it was said that the |°‘itors. He wrote: = “Leave It to the Beaver”—30 min- 
DSI protest is being evaluated in| “No responsible television exec-| 4. 
the light of the large number of |Utive can look you in the eye and) Gaturaay 10:30 p.m., 
comments that have been received |S@Y this has not been a hard-sell weekly, unless Hazel Bishop de- 
from the liquor trade, consumers, |S¢4son. Network salesmen have) (ia. 4, stay with the “Jimmy 
importers, journalists and adver-|Worn out more shoe leather this Dean Show.” Also am @ilernete 
tising people. |selling season than at any time ats ga on “Perry Mason.” 

The great majority of these com- | within my memory. There are good f 
ments are said to be favorable and | reasons for this. NBC 
to congratulate the Puerto Rican| “One is that many large adver- 
officials for their “courage and far-|tisers, caught in the inflationary 
sightedness in introducing some | squeeze between higher gross sales 
fresh air” into a stuffy matter.* [and lower net profits have, along 


CBS 
Tuesday, 10:30 p.m., EDT, week- 


Monday: 
Alternate weeks on “Price Is 
Right”—30 minutes. 
Alternate weeks on “Restless 


EDT, | 


(Continued from Page 1) 

cy man said the cue went on, with 
NBC thinking it was interpreting 
Kudner’s decision as to when the 
commercials were to be sched- 
uled. By the time the final com- 
mercial started rolling, there was 
nothing Kudner’s man could do 
to stop it, the agency contends. 

Kudner feels that the mixup 
was due largely to the fact that 
there was confusion as to what 
was going on when the referee 
decided to stop the fight. 
| NBC reportedly still feels that 
|Kudner was strictly responsible 
for this commercial and that Kud- 
ner had insisted that it be aired 
jright after a decision or knockout. 
Reportedly, there was an all-day 
hassle between NBC and Kudner 
lon this point before the fight went 
jon, and the agency view pre- 
|vailed. # 
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| 
THE ADVERTISING MARKET PLACE . 


|Have opening 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 

per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


oe 


discounts, size and frequency apply. 


"AVERAGE PAID CIRCULATION FOR 
.6 MONTHS ENDING DEC. 31 


HELP WANTED 


. 


36,916 


1956 


| HELP WANTED 


GENERAL BUSINESS PUBLICATION, 
expanding staff, has opening for experi- 
enced space salesman in New York City 
and New England territory. Write fully 
giving resume of experience, references, 
salary requirements to: 

Box 9601, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St,. Suite 1302-4 
Live the good life as ad man for crack 
small tewn newspaper. Work hard, make 
good money. Five minutes to golf, swim- 
ming and fishing. Several good Midwest 
papers to choose from. Write Bob Mur- 
phy, Rural Gravure, 261 North Wells 
Street, Chicage 6, Hiinois 


BUSINESS PAPER REPRESENTATIVE 

Have opening in Cleveland territory for 
man to take over combination of our 
publications. Prefer man under 40 with 
advertising sales experience and ac- 
quaintance with hardware, building and 
industrial accounts and their agencies 
Salary, bonus, expenses, insurance and 
profit sharing. Good future for right 
man. Furnish personel resume to Richard 
P. Smith, W. R. C. Smith Publishing 
Company, 806 Peachtree St., N.E., At- 
lanta 8, Georgia. 


SPACE SALES 
Two space salesmen wanted to cover 
Midwest territory with office in Chicago. 
Good opportunity for growth as company 
now has five business publications with 
more projected. Salary: $600 per month. 
Insurance — hospitalization — travel ex- 
penses. Send resume to Renfrew Brigh- 
ton, Diesel Publications, Inc., 80 Lincoln 
Ave., Stanford, Conn. Member of ABP. 


MOLENE 

; Public Relations 
” Advig Managers 
Artists Media Production Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams 8t.-Chgo. 3% 

MAIL ORDER SPECIALIST 
Man or woman. Preferably experience in 
promoting gourmet foods to consumer. 
Leading national organization. Good 
starting salary. Liberal employee bene- 
fits. Growth potential. Midwest location. 
Sell us yourself by mail 
Box 9776, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 

Leading publisher of farm equipment 
business publications and exclusive farm 
magazine for Latin America has opening 
for alert, experienced space representa- 
tive for New York-New England territory. 
Salary open. Excellent growth possibil- 
ities for right man. Send resume com- 


Editors. ................ 
Copywriters 


plete with picture. IMPLEMENT & 
TRACTOR, 1014 Wyandotte St., Kansas 
City 5, Me. 


TWO EXCELLENT 
PUBLIC RELATIONS 
POSITIONS 


1. PUBLIC RELATIONS 

ASSISTANT—for men, age 
25-35 in industrial public rela- 
tions ... administration ... writing 
..-press...stockholder...commu- 
nity & employee communica- 
tions. Prefer college grad. ..with 
background in aviation, military 
and public affairs. 


2. PUBLICITY WRITER— 
Versatile writer with experience 
in planning and writing news- 
paper, magazine, radio & TV 
publicity. 

BOTH positions are with diversi- 
fied East Coast aircraft company 
and offer many benefits and ex- 
cellent future. Send complete 
resume and letter specifying job 
applying for. Outline complete 
personal background and present 
earnings. 


Box 704 ADVERTISING AGE 


480 Lexington Ave., 


New York 17, N.Y. 


WANT TO WORK IN FLORIDA? 


Continued expansion dictates this estab- 
lished advertising agency find “jack-of- 
all-trades” executive with sound reasons 
for relocating in Florida. Must be willing 
to “take part of his pay in sunshine,” 
until ability demonstrated to function as 
key man. Then substantial stock owner- 
|ship advantages will become available. 
Well-rounded experience an_ essential, 
with administrative potential. Write in 
detail about self and background. GOTT- 
SCHALDT & ASSOCIATES, Inc., 2505 
Ponce de Leon, Coral Gables, Fla. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie St., Chge. Su 7-2255 


j MARKETING RESEARCH 
Opportunity for a man experienced in all 

aspects of independent marketing re- 

| search to associate with growing agency. 

| Infinite opportunity for responsibility and 

| advancement. Location: Chicago or New 

York 

i Box 9775, ADVERTISING AGE 

| 480 Lexington Ave., New York 17, N.Y. 


ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

| GEORGE WILLIAMS - PLACEMENTS 
| 209 So. State St., Ha 7-1991 Chicago 
| Senior Marketing Research Analyst— 
Large, Massachusetts manufacturer needs 
Senior Analyst for career job in estab- 
lished department as Assistant Sales Re- 
|search Manager. Minimum of 5 years 
marketing research experience required 
with at least 2 to 3 years experience with 
consumer goods manufacturer. Must be 
thoroughly familiar with consumer test- 
ing procedures and retail store audit and 
testing activities. Must be skilled in in- 
terpretation of survey data and writing 
reports for management. Some knowl- 
edge of statistics and supervisory expe- 
rience essential. Saiary commensurate 
with skill and experience. Please send re- 
sume together with salary requirements to 

Box 9777, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Our 46th Year 
TV BROADCAST SUPERVISOR $12-13M 
VISUAL AIDS MANAGER, exper. 
planning, writing, producing, 


Sis. training, retail. $12,000 
COPY, INDUST. M.E. or other 

engineering degree. Agency to $10,000 
COPY RETAIL. Women's 

fashions to $10,000 
PUB. REL. writer, insurance to 9,000 
JUNIOR WRITER, Print & TV 7,500 


GLADER CORPORATION 


Don Harris, Dir., Adv. D 
110 S. Dearborn CE 6-5353 


iv. 
Chicago 


PUBLICATION EDITING 
House Organs, Etc. 


33 E. Congress Pkwy. 
- Chicago 


Sie 5, Mlinois 
CUMMINGS | 


Added Income Opportunity 
For Reliable Chicago Man 


Who Has Own P.R. Setup. 


Old, established N.Y. service bus- 
iness needs immediate representa- 
tion for contacting Chicago Ad 
Agencies. Will arrange moderate 
monthly guarantee and liberal com- 
mission against business originated 
or ae Good long-range sup- 
plemental earnings opportunity for 
man with right qualifications and 
Agency connections. Send compre- 
hensive résumé and complete details 
of preent operation. Box 706, AD 
VERTISING AGE, 480 Lexington 
Ave., New York 17, N.Y. 


|P. Smith, W. R. C. Smith 


HELP WANTED | 
BUSINESS PAPER REPRESENTATIVE 
in Philadelphia territory 
for man to take over combination of our | 
publications. Prefer man under 40 with | 
advertising sales experience and ac- 
quaintance with textile, hardware and 
industrial accounts and their agencies. | 
Salary, bonus, expenses, insurance, and 
profit sharing. Good future for right 
man. Furnish personal resume to Richard 
Publishing 
N.E., At- 


Company, 806 Peachtree 5St., 
lanta 8, Georgia. 
COPY OPENINGS LIKE THIS 
ARE RARE IN LOS ANGELES 


The agency is among the largest nation- 
ally and is generally regarded (not by 
ourselves alone) as the strongest on the 
Coast. 


The job we have, a result of recent 
growth, is planning campaigns and writ- 
ing key copy on a group of blue-ribbon 
accounts. 


The man we need may now be a copy 
chief, copy supervisor, a senior or un- 
titled copywriter. But he must be a real 
professional, an original thinker, and a 
man who wants to do things better than 
they have been done before. 


If you are this man, we have more to 
offer than all the oranges you can eat 
and all the sunshine your family can 
soak up. 
Box 9791, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING ASSISTANT 
Excellent opportunity for young man 28- 
35, good educational background and in- 
dustrial advertising experience. Must be 
well grounded in advertising procedures, 
able to write. Should have advertising 
manager potential. Give complete resume 
and salary desired. 
Box 9792, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING 
Advt. Asst, Mall Order exp... 
Advtg. Mgr, Bidg. Matis... 
Layout Artists, several spots .. 
Marketing Assts. ............. $12, 
ACCT. EXECS COPYWR 
SHAY AGENCY 
30 W. Washington St., Chicago 2, Ilinois 


is there 

an ART DIRECTOR... 
who wants to make his next job his 
career, who Is a productive layout man 
in his own rights and capable of bulid- 
ing a top flight, all-media art depart- 
ment around himself for this 4A agency, 
and also capable of growing with this 
fastest growing agency in the Southeast 
as it moves to the 3, 4 and 5 million 
dollar brackets and up, 
who Is aware great advertising cam- 
paigns are not all created in the Big 
City, 3% alr hours away, 
who Is tired of spending 25% of his 
business life on a commuter train, 
who wants a full and equal place among 
the decision-makers of the agency. 
who believes a great creative team is 
more precious than rubles and who con 
siders personal stardom a symptom for 
psychiatrists, 
who can respect a starting $8,000 to 
$10,000 salary now, plus profit-sharing, 
insurance, etc., against the day he 
proves it the best Investment he ever 
made. 


if you see yourself in this picture, send your 
complete résumé (and samples now if you like) 
and why you will consider a change to: 
Henderson Advertising Agency, inc. 
Insurance Building—Box 1700 
Greenville. South Carolina 


TO U. &. AGENCIES 
ADVERTISING IN CANADA 
In Cone, the oo see 44 
transcr’ “spot” advertising 

R 7 ame 
written and produced for T.V. 
and Radio. 

Write or call, 
Rusty Da 1800 Mac G 4 
Suite 101, Montreal, GLenview 
8222. 
CANADA 


By 


reports, etc. 


ment. 


St., Chicago 11, Ill. State sal 
|| strictest confidence. All materi 


SKILLED WRITERS WANTED 


pais relations department of national trade association with 
headquarters in Chicago. Must be skilled writer-reporters who can 
dig for facts and intelligently interview authorities, inside and out- 
side the association, and then turn their information into hi 

readable, interesting materials in the form of 
brochures, speeches, magazine articles, news releases, presentations, 


If you're 25 to 35 and want a better chance to really show what you 
can do, this may be for you. Public relations department just estab- 
lished so the only way you can go is up! Writers who can take com- 
plex subjects and write simply and effectively about them probably 
will be, in a few years, division heads within this growing depart- 


Send complete resume along with what you think are representative 
samples of your work to Box 703, Advertising Age, 200 E. Illinois 


, or salary — All replies in 
will be returned. 


phlets, boo a4 


POSITIONS WANTED 


EXPERIENCED SPACE SALESMAN 
Mature, aggressive. Qualified by success- 
ful experience and proven record seeks 
connection with blished technical or 
Industrial mag Have covered eastern, 
southern and mid-west areas. 

Box 9720, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

ADVERTISING SALES MANAGER 
Currently Eastern Manager for group of 
trade publications. Desires change to 
firm offering greater growth possibili- 
ties. Will travel, relocate or c ider al- 
lied industry. Age 34, college, family man. 

Box 9778, ADVERTISING AGE, 

480 Lexington Ave., New York 17, N.Y. 


ATTENTION ST. LOUIS 
Expert copywriter, seasoned on all ac- 
counts, strong on account service, has ex- 
cellent reason for desiring St. Louis po- 
sition. Six years rapid agency-media 
growth includes creative executive ex- 
perience. Male, 30, now employed, best 
references, immediate interview. 
Box 9773, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RETIREMENT AGE caught up with good 
idea man, able writer, wide experience, 
impressive record. Need job or free lance. 
Box 9779, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Hlinois 


Well qualified secretary wants position 
as aide to busy ad agency executive. 
Fast, accurate SH and typing. Love de- 
tails, responsibility, 8 yrs. exp. Presently 
emp. Phone LAkeview 5-5360, Chgo. 
PUBLIC RELATIONS—WRITER 
6 yrs. newsman, trade mag., ind. ed., pub. 
rel., product publicity, features, etc. Me- 
chanical, air cond. background. Wants 
pub. rel, writing, editing job w/future. 
Journ grad, 34, vet, married. Will relo- 
cate anywhere. Prefer Fla.—Southeast. 
Box 9780, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE AD MAN AVAILABLE 
FOR MANUFACTURER OR AGENCY 
28. with 8 years exp. top chain store 
group, dept store, mfr. Now ass’t ad dir. 
foremost consumer mfr. Will relocate. 
Box 9781, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CAN YOU USE versatile writer, editor? 
Exp. makeup, layout, prod’n., typog- 
raphy; advtg.; publicity-pub. rel., sales 
prom.; media, client, agency contact. 


Knows merch., distdn., product service. 
Adept public speaker. Good pers., prof. 
qualities. Exc. Ref. Journ grad., W.W. I 
vet, 30, married, family man. 
Box 9782, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALES 
Advertising Manager seeks new oppor- 
tunity to apply 22 years successful adver- 
tising sales record. Have represented 
outstanding national publications and 
launched several magazines. 

Box 9783, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


pheotegraphers 


DEARBORN 2-1062 


107 N. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


“BLUE CHIP’’ 


Well-known Eastern agency seeks 
outstanding men for following top- 
flight assignments: 
VICE PRESIDENT-DEVELOPMENT 

- -$25,000+ 
Heavy B/G in coordinating and su- 
pervising new business activities. 
VICE PRESIDENT-ADMINISTRATION 

. -$25,000+ 
Strong B/G in personnel relations, 
systems and procedures and business 
controls. 
BRANCH OFFICE MANAGER. .$30,000+ 
Solid 8/G in supervision of 


OPENINGS! 


a" 
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POSITIONS WANTED 
PUBLIC RELATIONS—7 yrs. experience 
with internationally known multi-plant 
company. B/G in all p.r. activities. B.S., 
M.A. degrees. Working but available. 

Box 9784, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DO YOU PLAY GOLF? 
Then you play, I work. Associate editor 
national business magazine desires NYC 
assignment. Experienced all phases. Fast, 
accurate, prolific writer. No travel. 

Box 9785, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CREATIVE MEDIA MAN for Agency or 
Advertiser with over 7 yrs. at top 4A 
Agency. 4 yrs. Media Buyer-TV-Radio- 
Print & 3% yrs. Media Research Mgr. Ex- 
perience package goods-Drugs-Tobacco- 
Detergents-Foods-Beverages. Now Em- 
ployed New York, will relocate Califor- 
nia or Florida. 33-Married-2 children. 
R on Request 
Box 9786, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


HUSTLING PR GIRL ON MOVE 
FOR ‘RIGHT’ SPOT 
Wide-range publicity-promotion girl, Bos- 
ton & New York background, covering 
agency, company, and association fields 
in consumer goods, intangibles, and in- 
stitutional stints—including putting on 
shows, producing house organs, pacifying 
visiting Russians, and piloting Cabinet 
members (female), finds self in small 
agency going highly technical. Horrible 
stuff—over her head! Wants demanding 
job—agency or company—that needs 
verve and versatility. 

Box 9787, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

ADVERTISING - MARKETING 
Merchandising, marketing and advertis- 
ing experience from account and agency 
levels. Over 20 years, with top 4-A agen- 
cies, leading mfgrs. Strong food, bever- 
age and household fields. Full resume 
airmailed. 

Box 9788, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ADVERTISING EXECUTIVE 
Well grounded in Advertising, Sales Pro- 
motion with 9 years experience (6 yrs. 
appliances, 3 industrial) with company 
(5 yrs.), agency (4 yrs. consumer) Asst. 
ect. Exec. Desires position as Acct. 
Exec. or Ass’t., or with manufacturer as 
Ad Manager or Merchandising. Young, 
(32) and aggressive. Resume on request. 
Box 9789, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Young man—32—Single—Desires position 
in PR, Publicity. Background includes 
Trade Paper Circulation, Retail Merchan- 
dising and Theatrical PR. Opportunity 
more important than salary. 
Box 9790, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Color-Fast Service. Short run cata- 
logues our specialty. Skokie Colorgraph, 
Inc., Morton Grove, Ill. ORchard 4- 
Representatives Wanted. 
sate 
~~ REPRESENTATIVES AVAILABLE 
MR. PUBLISHER! Are you adequately 
represented in Midwest? Consult us, 100° 
effort guaranteed. 

Box 9793, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SOUTHWESTERN REPRESENTATIVE 
10 years in business paper publishing 
in Southwest. Experienced, reliable sales- 
man. Has established contacts with agen- 
cies and advertisers throughout 5 state 
area. Native Texan, age 31, married, fam- 
ily. Donald R. Brown 
Southland Life Bidg. Dailas, Texas 


BUSINESS OPPORTUNITIES 
TEST RURAL SUBURBIA IN SANDERS 
10 GENESEE VALLEY PUBLICATIONS 
N.Y.-8 jal comb. rate covers 
ple in 4 counties. 


» N.Y.-Sp 
87,000 prosperous peo 


WILL BUY 
ESTABLISHED SYNDICATED 
ADVERTISING BUSINESS 
Write full information to: 


Box 708 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


creative and service activities. Will 
manage staff of 200. 


These challenging opportunities must 
be filled immediately. If qualified, 
contact me in strict confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


Personnel Specialists in the Pharma- 
Cosmetic and Toiletries 


ceautical, 
Field. 
MEDICAL SERVICES 
Ruth Strum 
104 E. 40th St., New York City 
OXford 7-4966 


tion equipment, 
openings for the following people 
ment: 


ASSISTANT TO 


COPYWRITERS — young men. E 


INDUSTRIAL ADVERTISING MAN! 


Long-established, aggressive manufacturer of industrial and construc- 
located in pleasant medium-sized Wisconsin city, has 


GENERAL SUPERVISOR, INDUSTRIAL ADVER- 
TISING Must have fairly well-rounded 
mechanical flair. Will be involved in all phases of promotional activity. 
Must be able to supervise. Excellent opportunity for growth. Salary 
commensurate with duties and abilities. 


tiveness, writing ability, sincerity, mechanical interest, ambition — 
we'll provide the opportunity and the experience. Pleasant working 
conditions. Excellent chance to develop under experienced guidance. 
Salary right. Usual employee benefits. 


INTERESTED? Then write us, indicating job you fit best. Provide 
complete résumé, references. suapested salary, and send 
possible. Box 701 ADVERTISING AGE, 200 E. fllinois Street, 


in its expanding advertising depart- 


promotional experience and 


xperience? More important is crea- 


photo if 
Chicago 
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We're Looking For... 
A PAID INFORMER 

And we're willing to pay 
him more — for informing 
our employees about com- 
pany activities. 

There’s nothing secret or 
beneath-the-table about this 
proposition. We offer unlim- 
ited opportunity for an editor 
with the right qualities — ag- 
gressiveness, the human 
touch, self-starter. We’d like 
him young — under 30 — 
with two or three years in- 
dustrial editing experience. 

He’d work for a pacesetting 
corporation in a bright Wis- 
consin city with the best 
hunting and fishing at his 
doorstep. 

Are YOU our man? If so, 


send complete resume today 
to: 


Advertising Manager 
THE TRANE COMPANY 
La Crosse, Wisconsin 


The Midwest's 
outstanding placement 
service for Adv. -Art & 

allied fields. 

appointment on 
od. MADISON - SUITE he 

CHICAGO 2, ILL. 

CEntral 6-5670 


C&C Super Corp. Stockholders Okay 
New Setup; Get No Word on Lawsuit 


(Continued from Page 2) 
Arnold C. Stream, Gen. James A. 


pany acquired the film library for 
'Van Fleet and William Zecken- 


/and Stream are new directors; 


| this year. 
they have been stockholders. 


| 


were in the black. He said they |are under way to lease many of 
had already received commitments | the feature films to theaters over- | 
on the sale of bartered spots on|seas, after which they will be) 
its RKO film library to Interna-| rented to tv stations in those coun- 
tional Latex Corp., plus dollar | tries. 
rentals of films to tv stations} On the matter of National Phoe-| 
“considerably in excess of $18,-|nix Industries, Mr. Mack, who) 
000,000” over a period of years. | initially had refused to allow the 

The shortest term contract is|press to sit in on the meeting but 
for three years. He declined to dis- |succumbed to demands from mi- 
close how much of the income is|nority stockholders, predicted its | 
from the spot barter deal and how |canned soft drink business will | 
develop considerably in the next! 


|five years. He said the operation 
had been consolidated in two) 
plants, one in New Jersey and one | 
in California, in order to cut eed 


Syndicated panels by America’s favorite and develop the market. 
cartoonists. For Advertising, House Organs, With its Nedicks formula (the 
Trade Publications. Samples-prices on request. [company sold the Nedicks stores 


PUBLISHER SPACE SALESMAN 
WANTED 


Outstanding opportunity for exclusive 
sales coverage of Eastern Territory for 
leading publication in automation and 
control field. Applicants must have in- 
dustrial sales experience preferably with 
instruments and control equipment. 
Publisher employee with salary plus 
commission. Submit complete résumé to: 
Box 701, Advertising Age, 200 E. Illinois 
St... Chicago ll, Tlinois. 


NEED A TOP NOTCH 


ADVERTISING EXECUTIVE? 


For last 6 | se have developed 
sales-producing advertising, 
merchandising, sales promotion 
programs for national company 
selling thru food, drug, & hdwe. 
17 years other experience in 
aviation, industrial, grocery & 
ad agency. Excellent manager, 
versatile, creative, personable. 
Kansas City resident will relo- 
cate for right opportunity. Re- 
cent earnings in five figure 
bracket. Write for résumé. 
Box 700 Advertising Ae. 

200 E. Illinois St., Chicago 11, Il. 


WANTED: 


MEMPHIS 
BRANCH 
MANAGER 


Experienced advertising executive needed 
to head up new Memphis office of 
established 4A agency this fall. 


Will be expected to heip service current 
accounts and solicit new billing. Top 
level opportunity for man with estab- 
lished contacts in Memphis. Inquiries 
will be handied confidentially. 


Box 685 ADVERTISING AGE 
200 E. Ilineis St. 
Chicago 11, Illinois 


CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. |but not the drink name and for- 


Nedicks and Super Coola brand 
names, + 


much in station rentals. The com- | Newspaper Linage Down 
Newspaper advertising for the} 
$12,700,000 and still has a $3,500,- | first half of 1957 was off 2.2%—a 
|dorf. Messrs. Ezzes, Schildkraut | 000 instalment to pay by the end of jtotal of 31,820,502 lines—accord- 

| jing to Media Records. Biggest 


|loser was general advertising, off 
| On the matter of the film divi-|# Mr. Fox said C&C Super’s future |6.1%, or 12,915,857 lines; automo- | 


\sion, Mr. Fox, in reply to ques- | looks very bright, since the com- | tive gained 0.8%, or 772,704 lines. | 


mula), plans are under way to} 
manufacture and distribute bot- 


soft drinks with both the 


SPOTS? 


. . hot! Fastest, fairest 
service in mid-America for 
TV film spots. Complete 
sound stage studio — full 
time staff —time saving 
teamwork. Send storyboard or 
script for Time-Cost estimate. 


FREE Kileen “Kutie of the 
Month” and “Foto-Facts” 


| 


‘tions from Mr. Becker and Jo-|pany had not fully exploited its| Total advertising for the month of | kileen studies 
; J 0.6% 1,364,506 | 235 East Orchard Dept. 113 

seph Reich, another stockholder, |library of short films, which num- | june was up 0.0%, or 1,008, 1. . 

reported that the tv companies|ber about 1,000. In addition, plans | lines. Secster, Winets 


aise “1 SELL ALLOYS 
to the Metalworking Market” 


O. J. SEEDS 
CERRO DE PASCO SALES CORP. 


“Our alloys are used in dozens of met- 
alworking jobs. In fact, we say there 
are 63 jobs you can do better with 
Cerro Alloys.” 

“To sell these alloys for varying uses, you have to talk 
with time- and cost-conscious people.” 

“The metalworking Purchasing Agent is such a man. 
That's why I'm glad Cerro De Pasco advertises often in 
PURCHASING NEWS.” 


NEWSPAPER 
GENERAL ADVERTISING MANAGER 

Mature, technically qualified Manager 
for leading metropolitan daily in competi- 
tive market. Will supervise entire general 
advertising operation and work with dy- 
namic management support, top flight 
national Rep organization, complete mer- 
chandising and promotion setup. Age will 
probably between 35 and 45 for the 
experience and aggressiveness this job re- 
quires. Must be able to work comfortably 
at top advertiser and agency levels and 
command staff respect. 

GIVE US A CHANCE to talk with you. 
Incentives and salary should start at five 
figures, plus other benefits, inciudin 
retirement plan. Fine progressive mid- 
west city. We'll respect a request for 
confidence. 


Write Box 698 Advertising Age 
200 E. Illinois St., Chicago 11, III. 


FREE LANCE ARTIST 


Fast-growing industrial agency has 
an exceptionally attractive offer for 
top-notch layout man. All the work 
you can handle. Write today! 
Box 709 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGENCY FACILITIES NEEDED 


One-man agency needs office 
space and optionally: art, steno- 
graphic production and later, copy 
service. Desires to sell, bill and be 
fully financially responsible for 
accounts under own name. Phone 
(Chicago) AVenuve 3-0482, or 
write Box 696, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


STOP LOOKING! I'™ YOUR MAN 
Employed ad mer. for largest co. in the 
industry stymied after 7 yrs. by ‘‘merger- 
itis’’. One-man agency type, solid, well 
rounded after 17 years in promotion, 
copy, catalogs, space; strong on detail 
and plans. Family man with 22 years 
until retirement. I'll swap these years 
and my ability for a future with you plus 
$15,000 min. Chicago and no. 

BOX 705 ADVERTISING AGE 

200 E. Illinois St.. Chicago 11, Ill 


activities. 


ADVERTISING COPYWRITER POSITION OPEN: 


This opportunity is with a long-established, successful ad- 
vertising agency. Location in a pleasant, mid-western city. 
Responsibilities require a good background of experience in 
creative writing for national and specialized magazines on 
an account with substantial expenditures. This opening will 
particularly appeal to an enthusiastic, experienced outdoors- 
man—in fact, this is a basic qualification. Age, preferably 
between 35 and 45. Salary open. For consideration, write 
us a complete “tell-all” letter, enclosing specimens of cre- 
ative writing and a recent snapshot. 
Box 702 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MAIL THIS 
COUPON FOR 
TRIAL 
SUBSCRIPTION 


“To keep pace with the ever growing and 
ever changing worlds of both industry 
and advertising,” writes Mr. Singer, “the 
absolute minimum of necessary reading 
time is often more than can be spared 
during office hours. During the day I 
glance through the trade journals and 
papers for industrial news, trends, and 


“But Ad Age is not a book to merely 
glance through. Each issue contains not 
only the latest news of both agency and 
advertiser, but endless pages of valuable 
clipping material for the idea file. In order 


He clips Ad Age 


material for his 


idea file 


GARY SINGER, Mgr. 
Omaton Div. Adv. 
Burndy Corp. 
Norwalk, Conn. 


to digest all the news and features leisure- 
ly and comprehensively, I have AA sent 
to my home—where it will get the atten- 
tion it deserves!” 


Take A Hint From Mr. Singer 


You'll get plenty of new ideas from every 
lively issue of Advertising Age. For a 
mere $3—less than 6¢ a week—you may 
have it every Monday morning for 52 
weeks. Have Ad Age sent to your home 
for leisurely, studious reading. Your satis- 
faction is guaranteed. Use the handy cou- | 
pon below. 


Spcpaynnrmnenssiesistinaianiiniiapeninaliiiaanial 


Advertising Age, 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertising 
Age. Anytime I am not satisfied, my money will be refunded. 


My Name 


Company— 
Nature of business 


Home or 
Business Address___. 


C1) $3 enclosed 


C Bill firm 
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Botthof's Poll 
Says 95% Oppose 
Media Data File — 


(Continued from Page 1) 

agers are NIAA members, he said. 

He said he has received more 
than 100 answers to his letter and | 
that about 95% of the letters op- | 
pose the file. Pointing out that the | 
NIAA board of directors approved 
plans to establish such a file, with- | 
out consulting members of the or- | 
ganization, he added that the | 
membership “could raise enough | 
stink” to defeat the proposed | 
measure. 


s Following are some _ excerpts 
from one letter Mr, Botthof re- 
ceived. Although he declined to 
name the author and company, he 
said the writer was the advertising 
and sales promotion manager of 
a precision machine tool company, 
an NIAA member: 

“There is no question but that a 
lot of our membership is lukewarm 
or opposed to a media data file. | 
It is likewise apparent that most 
publishers are against it. For this | 
reason alone, it would seem that | 
the board of directors [of NIAA] 
are stepping out of their position 
of representing the membership, 
and dictating to the membership. 

“Also, it is inconsistent and per- 
haps illegal for a non-profit mak- 
ing organization to go into a 
profit-making enterprise, which 
this would be. It is also inconsist- 
ent, if not unethical, to go to sup- 
pliers who normally sell their serv- 
ices to you and offer services to 
them with a price tag, and also 
with an implied customer influ- 
ence, which puts the publishers in 
an unfair position. 

“Finally, everyone with whom I 
have talked agrees that this media 
data file would serve no purpose 
whatever that is not now being 
served by other publications which 
are readily available to both agen- 
cies and advertisers and which are 
more current in the information 
contained within.” 


s Mr. Botthof issued the following 
statement in reply to Mr. Free- 
man’s letter: 

“The principles involved in the 
publishing by NIAA of its pro- 
posed media data file remain un- 
changed, Nothing new has been 
presented to change the complex- 
ion of the plan as originally an- 
nounced. 

“It would seem to me that the 
fundamental question concerning 
the great need for the file remains 
unanswered. I want to make it 
perfectly clear, however, that my 
objections to the file should not be 
construed as a condemnation of the 
form itself. 

“And apparently I am not alone 
in this feeling. Many pubiishers 
and advertisers alike feel as I do. 
Statements made by those who 


_ Advertising We Can Do Without... No. 20 


ENO 


Give Me A Home 


COST 


an 


Your NEW, Reol, L/VE 


MINIATURE DOG 


I'll be happy to send you without you paying 
a penny, this lovable, young miniature DOG 
that is so tiny you can carry it in your 
pocket or hold it in one hand, yet it barks 


d is a reliable watch dog as well as a pet 


You can keep it in a shoe box and enjoy 


[_ SUPPLY LIMITED... White Today! | any amusing hours teaching it tricks 


active, healthy, intelligent an 


clean. Simpiy 


nand out only 20 get-acquainted coupons to friends and relatives to help us get that 


many new customers as per our premium 
much. It is such wonderful company that 


letter | enjoy my own lively, tiny dog +0 
I'm sure you'll simply love one yourseit. 


Please send me your favorite snapshot, photo or Kodak picture when writing for 


your Miniature Dog We will make 


you a beautiful 5x7 inch enlargement in a 


handsome “Movietone” frame SO YOU CAN TELL YOUR FRIENDS about our 


bargain hand-colored enlargements when 


Just mai] me your favorite snapshot, print or negative NO 


handing out the fang coupons. 
and pay the postman 


only 19¢ and a few cents for our C.O.D., plus postage when your treasured enlarge- 
ment arrives and I'l) include the “Movietone” frame at no extra cost. Your original 
returned with your enlargement and frame. Also include the COLOR OF HAIK 
AND EYES with your picture, so I can also give you our bargain offer on a secona 
enlargement artfully hand colored in oils for natural beauty, sparkle and life. like 


we have done for thousands of others. 


I’m so anxious to send you a miniature dog that | hope you will send me your name, 


address and favorite snapshot, right away 
hand out. Mrs. Ruth Long, Gift ‘Memots. 


and get your 20 enlargement coupons to 


DEAN STUDIOS dep. x-sos, 211 w. 7th sr., Des Moines 2, lowe 


THAT TYPE LOUSE AGAIN—Virgil A. Lynch Jr., who operates a public 
relations organization in South Bend, Ind., submits this excellent 
example of the kind of fooling-with-type that we can all do with- 
out. He caught it while browsing through his daughter’s copy of 
Hit Parader. If your eyes are exceptionally keen, you may discover 
that the dog is not really being offered at “no cost,” but instead “at 


almost no cost.” What the actual 
the ad, but only after 


cost is can’t be determined from 
sending in an order. 


firmed by the majority of the, 
many letters received from pub- 
lisher, advertiser and agency 
members of the NIAA, as well as 
from many non-members since 
that meeting.” = 


‘TV Guide’ Opens 
8 Multi-Edition 
Regional Offices 


PHILADELPHIA, Aug. 1—TV Guide 
has established eight multi-edition 
regions and has named regional 
managers for each region. 

The eight regions, covering the 
49 editions of the magazine in the 
U.S. and Canada, were created to 
simplify administration at the lo- 
cal office level. The new offices 
will begin functioning Sept. 1. 

The magazine first tested a re- 
gional operation when it estab- 
lished a north central regional of- 
fice in Davenport, Ia., last fall. 


~ 


® Following are the regions: 
Northeastern (Boston headquar- 
ters), Thomas J. McDonough, man- 
ager; middle Atlantic (New York), 
Christopher J. Bodkin Jr., manag- 
er; southeastern (Atlanta), Ben- 
jamin Miller, manager; midwest 
(Chicago), James Green, manag- 
er; mid-central region (Cincin- 
nati), Charles Pritchett, manager; 
south central region (Kansas 
City), Kent Armstrong, manager; 
north central region (Davenport), 


have worked hard in the develop- 
ment of the form have made it 
clear that their efforts do not con- 
stitute endorsement of the file. 

“My appearance at the annual 
convention in New York was in- 
tended for no other purpose than 
to bring to the surface and out in 
the open for consideration by the 
membership at large a plan which 
the NIAA board of directors was 
intent upon carrying out without 
the full understanding or sanction 
of the membership. 

“I did so because I was con- 
vinced that the vast majority of 
publisher and advertiser members 
of NIAA would not look upon the 
plan with favor. 

“T am pleased to say that my 
conviction has been fully con- 


Lee Salberg, manager; Pacific 
|Coast (Los Angeles), Jack Sul-| 
livan, manager. = 


| 


Davis Joins Lennen & Newell 

| Clifford W. Davis, formerly east- | 
lern regional sales manager of Gen- | 
eral Foods Corp., has joined Len-| 
jnen & Newell, New York, as a| 
| senior vp and director of merchan- | 
|dising. Before his association with | 
GF, Mr. Davis had been with Kel- | 


logg Co. as a specialist in chain 
store sales. 


WIBG Names Katz Agency 
WIBG, Philadelphia, has ap-| 
pointed Katz Agency its national 
|advertising representative. The 
| station was formerly handled by 
Radio-TV Representatives. 


A&P Ruling Perils 
Robinson-Patman, 


Grocer Group Warns 


(Continued from Page 1) 
unless the baby of the family had 
the size and capacity of his big 
brother. No proportional consider- 
ation need be given which would 
emasculate the very roots of the 
equality provisions of the Robin- 
son-Patman Act. 

“This ruling was against 20 stal- 
wart retailers who courageously 
carried the banner for the indus- 
try in seeking the ruling at law. 
The decision was against them in 
name, but in fact it was against 
the entire industry. It might well 
prove a rallying point to find out if 
the Robinson-Patman Act is worth 
the paper it is written on,” Mr. 
Bromann concluded. + 


Standard Oil (Ind.) Ist Half 
Earnings Up 8.8% Over ‘56 

Net earnings of Standard Oil Co. 
(Ind.) for the first six months this 
year hit $82,576,935, a gain of 8.8% 
over earnings of $75,903,508 for 
the comparable 1956 period. 

The company’s total income 
topped the $1 billion mark for the 
first time, at $1.09 billion, com- 
pared with $947,908,818 in the first 
half of 1956. 


A. L. HAGGARD has been promoted to 
the new post of vp of marketing 
of Waste King Corp., Los Angeles 
maker of garbage disposers, dish- 
washers, ranges and incinerators. 
Ale formerly was national sales 
manager of the company. 


‘New Admiral Idea: 


Sell Set to Dealer 
—Then to Consumer 


(Continued from Page 1) 
lowing an industry-wide trend to 
thinner cabinets made possible by 
the new 110° picture tube. 


e Hi-fi sound in the tv sets 
through multiple speakers. 


e Son-r remote control for oper- 
ating tv, radio and phonograph. 


e “Joltproof” portable tv models. 


The new campaign, planned to 
combine hard sell with product 
image, is the work of Henri, Hurst 
& McDonald, Chicago, which took 
over the Admiral account a year 
ago. 


budget has been increased by 20% 
over the like period last year, with 
50% going for newspaper ads, 25% 
for magazines, 10% each for trade 
publications and outdoor and 5% 
for spot radio. Local co-op adver- 
tising will handle spot tv. 


s Admiral’s decision to drop its 
participation on NBC-TV’s “To- 
day” and “Tonight” shows means 
the print media budget will jump 
by almost 100%. 

The August issue of Harper’s 
Bazaar will carry seven pages of 
fashion ads showing young models 
wearing Junior Accent fashions 
and displaying various Admiral tv 
and hi-fi sets. A directory will 
show where the clothes are sold, 
but Admiral will pick up the ma- 
jor portion of the tab for these in- 
sertions. The seven-page promo- 
tion in a fashion magazine is a 
first for the ty industry, according 
to Henri, Hurst. 

A page ad in Life Aug. 26 will 
kick off the beauty-plus-addition- 
al-features promotion. It carries 
the umbrella which will appear 
on future ads—‘‘New (and won- 
derful) from Admiral.” 

At a better than one-per-week 
pace, ads will appear in Esquire, 
Holiday, Life, Living for Young 
Homemakers, The New Yorker, 
The Saturday Evening Post, Sev- 
enteen, Sports Illustrated and Sun- 
set Magazine, as well as Harper’s 
Bazaar. 


s The trade ads began in the 50th 
anniversary issue of Electrical 
Merchandising in July, with an 
eight-page color insert catalog, 
with a line folder tipped inside. 
Four trade ads already have run 
in Home Furnishings Daily, carry- 
ing the theme, “The word is out, 
Admiral is hot.’”’ More insertions 
will appear in Home Furnishings 
Daily, Electrical Merchandising, 
Mart, NARDA News and other 
business publications. 

Rounding out the campaign will 
be point of purchase pieces de- 
signed with a new concept in mind 
—the idea that the tv showroom 
is no longer an integrated area. 

A small sign atop the console 
models will urge shoppers to “Look 
in beck for the PowerPack” Ad- 
miral’s hi-fi units built into the 
sets). A vibrating machine to dem- 
onstrate the portable set’s ability 
to withstand jarring is designed 
to be set up near the portable sec- 
tion. And hi-fi listening areas will 
be constructed to demonstrate the 
Admiral hi-fi line. + 


AMA Issues Film Catalog 
“Catalog of Films,” a compila- 

tion of training films on marketing, 

has been published by the Ameri- 


The fall and winter national ad| 


ONLY 
WAY |< 
0 GET 
THE 

RIGHT FUEL 
AT THE RIGHT PRICE 


| 


FLEXIBLE—Sun Oil Co. brings its 
“custom blends” to six with its 
new “260"—the “highest octane 
you can buy anywhere.” Starting 
July 28, newspaper ads are intro- 
ducing the new blend in Florida 
and Georgia. Ruthrauff & Ryan, 
New York, is the agency. 


TV Station Income 
to Keep Growing in 
‘57, Says NARTB 


WASHINGTON, Aug. 1—The typ- 
ical U.S. tv station last year 
showed a revenue of $920,700, to- 
tal broadcasting expense of $774,- 
300 and a profit of $146,400 (15.9% 
of revenue) before federal taxes, 
the National Assn. of Radio & 
Television Broadcasters reports. 

The total revenue figure for 
1956 represented a sharp gain over 
the 1955 typical revenue of slight- 
ly more than $700,000, NARTB 
says. But it notes that the stations’ 
predictions for 1957 indicate a 
smaller increase—to a_ typical 
revenue of $960,000. This would be 
a revenue increase of about 4.5% 
over 1956. Also predicted for 1957 
is a 2.2% increase in total ex- 
penses. 

The association’s “typical tv 
station” figures are included in its 
1957 tv financial survey now being 
distributed to NARTB members. 
The survey is based on figures 
supplied by the stations them- 
selves. A total of 391 stations were 
queried and 218 returned usable 
questionnaires for a 56% sample. 


8 Typical station revenue is brok- 
en down as follows: 47% from na- 
tional .and regional advertisers, 
30% from local advertisers and 
23% from network sponsors. 

Expenditures of the typical sta- 
tion were 37% programming, 33% 
general and administrative costs, 
18% technical costs and 12% sell- 
ing. 

Revenues, expenses and profit 
margins all vary depending on the 
size of a ty _ station’s market, 
NARTB points out. In markets of 
1,000,000 plus, for example, the 
typical revenue is just over $3,- 
000,000, while typical stations in 
markets of less than 25,000 showed 
revenue of about $331,000. 

The trend for almost all tv sta- 
tions for the last few years has 
been increases in revenue, ex- 
penses and profit margins, the 
NARTB report says. # 


FTC Drops Charges 
Againsi Bell & Howell 


The Federal Trade Commission 


can Marketing Assn. The catalog|has dropped charges that Bell & 


lists films by title and indicates 
length, rental fee (if any) and the 
company from whom it is avail- 
able. The publication is the first in 
a publication series entitled “Mar- 


| Howell Co., Chicago, illegally pun- 
jished retailers who sold at less 
than “fair trade” prices. The com- 
|plaint was withdrawn after the 
|FTC stated that Bell & Howell 


keting Education” being developed | had halted such procedures. 


by AMA’s “teaching of marketing” | 


committee. Copies of the pamphlet 
are available from the AMA, 27 E. 


The charges accused the com- 
pany of collecting a sum equal 
to profits from dealers which sold 


Monroe St., Chicago, for 50¢ to| B&H units at under fair trade 


non-members, 25¢ for members. 


prices. 
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Shannon Suit vs. Inland Rep Bares 
Tangled History of 50% Split Deal 


Inland Stopped Paying, 
Says Shannon; Inland 
Replies: ‘Harassment’ 


New York, Aug. 2—A suit aris- 
ing from a 14-year-old split com- 
mission deal between two news- 
paper representative firms moved 
a step closer to solution today. The 
defendant in the suit is Inland 
Newspaper Representatives; the 
plaintiff is Winifred G. Gerety, 
acting for Shannon & Associates, 
whose predecessor, Lorenzen & 
Thompson, made the contract in 
1943. 

The tangled legal affairs of In- 
land and Shannon moved a step 
closer tu solution this week, when 
Judge John Cashin signed an order 
directing the examination of James 
H. Morrow, Inland president, later 
this month. 

The case has a confused legal 
history. Originally it was filed in 
the city court of New York in Oc- 
tober, 1955; it then consisted of a 
$5,000 damage claim. Later it was 
transferred to the supreme court 
ef New York (a court of original 
jurisdiction) as a suit for breach of 
contract, requesting half the com- 
missions due under the contract— 
a sum of $12,500. Later—now in 
federal court for the southern dis- 
trict—it became a recovery suit for 
full commissions on grounds of un- 
just enrichment. The amount now 
cited is $31,014. 


s These are claims of Winifred 
G. Gerety, but the assignor is 
Shannon Associates, whose presi- 
dent is Cyril G. Shannon. The 
claims arise from a 14-year-old 
agreement between Shannon’s 
predecessor, Lorenzen & Thomp- 
son, and Inland Newspaper Repre- 
sentatives. 

Under that agreement, Lorenzen 
& Thompson turned over 34 news- 
papers to INR for representation, 
and was to receive 50% of the 
commissions, 

The letter of agreement, signed 
by M. R. Thompson and Harold 
G. Schryver for L&T and Thomas 
B. Shearman for INR, provided 
(1) that the 50% due Lorenzen & 
Thompson was payable the first of 
the following month; (2) that INR 
would assume the costs of servic- 
ing the newspapers and (3) that 
L&T would cooperate in any way 
possible. It also provided that INR 
would not be responsible in the 
event of newspapers dropping off 
the list. 

Further, it provided that in the 
event of INR’s “dissolution, liquid- 
ation or insolvency, all the con- 
tracts hereby transferred to you 
shall revert to us.” This is the core 
of the Shannon case, but it is com- 
plicated by the fact that Shannon 
also charges the dissolution of the 
original Inland Newspaper Repre- 
sentatives company was concealed 
from Shannon. 

The amount of commissions 
sought for recovery is the amount 
due from Jan. 1, 1955, to May 1, 
1956. 


® Much of the argument in the 
case has revolved around the feel- 
ing of the Inland attorneys that 
the suit was filed in the wrong 
city. 

They have pointed out that both 
companies are basically Chicago 
companies, only a few blocks apart. 
And they have argued that the 
New York litigation is for the pur- 
pose of harassment. The Gerety 
(or Shannon) lawyers have con- 
tended that Inland’s volume is 65% 
produced in New York and that 
most of the assets and accounts 


receivable are in New York. 

According to the various com- 
plaints, the trouble began with the 
death of Arthur W. Cooley, for- 
mer president of Inland Newspa- 
per Representatives, Oct. 15, 1953. 
Mr. Cooley died intestate, leaving 
a widow and two adopted children, 
Bruce and Ann. On Oct. 22, Mrs. 
Cooley was appointed administra- 
trix of the estate. 


Airline Is Key to 
R&R-Chambers, 
Wiswell Merger 


(Continued from Page 1) 
ed in a strong Boston office which 
can hold its own. Chambers & 
Wiswell, without Northeast, is a 
strong agency.” 


Last Minute News Flashes 


C&W Resigns American Export Lines Account | 


} 


| New York, Aug. 2—Cunningham & Walsh has resigned the Amer- | 
ican Export Lines account, citing “basic disagreements on advertising 
| policies” that have arisen in recent weeks. “These disagreements, 
|coupled with increasing competition among steamship lines and the 
|conflict of interest with the Italian line, led to the resignation,” the 
|agency explained. Both lines have been with C&W since 1950, their | 
joint operation having begun after World War II. 
a r |@ Northeast recently was granted 

Blatnik Unit Hears Critic of Reducing Aids la Miami run by the Civil Aero- 
Wasuincton, Aug. 2—The House government operations subcom-|nautics Board. Chambers & Wis- 
mittee was told today that nationally advertised weight reducing well and its friends reportedly 
| preparations are inefficient, useless and a potential menace to health. |aided in getting the Miami run 
The witness, Dr. S. William Kalb, obesity specialist, of Newark, N.J.,|for Northeast, and it is therefore 


In an affidavit filed April 25,| urged that these preparations be sold by doctor’s prescription only. 
1957, Mr. Morrow said Bruce Cool- Products mentioned by name included RDX tablets, Flim Mint gum, 
ey called him, and told him [Mr.| All-In-One capsules, Ayds, and Regimen tablets. Rep. John A, Blat- 
Morrow] that he was a farmer | nik (D., Minn.), committee chairman, said hearings on the reducing 
and didn’t want to take over his | substances will be resumed next week with testimony from repre- 
father’s business. sentatives of the National Better Business Bureau, Federal Trade 

Mr. Morrow was then asked by | Commission and the Food & Drug Administration. 

Bruce Cooley if he would take it! 
over. Revlon Readies 3 New Products—2 Non-Cosmetics 

“I told him I was interested but; New York, Aug. 2—Revion Inc, has appointed Warwick & Legler to 
short of cash,” the affidavit con- handle advertising for three new products to be introduced th’« fail. 
tinues, and “after extended negoti- | Two of the products are still in the laboratory; the third should have 
ations, we were finally able to| final name clearance in about a month. Only one of the products is in 
work out an agreement... [It] in-| the cosmetics field, the company reports. 
volved a distribution to the two) 

Cooley children of the stock in In-| Mee Succeeds Jackson in Popai Post 

land, a sale by them of the stock,! New York, Aug. 2—William W. Mee, assistant to the vp of the Assn. 

and a substantial investment in the | of National Advertisers, will become executive director of the Point- 

new firm by Mr. Cooley's widow | of-Purchase Advertising Institute Sept. 1. He will succeed Norton B. 

and by me, with control in my | Jackson, who has resigned but not announced his plans (AA, June i7). 

hands. Mr. Mee, before joining ANA four years ago, was with General Ani- 
line & Film Corp. At ANA he was responsible for liaison with Popai, 


® According to the plaintiff, In-| and handled several phases of ANA’s advertising-management proj- 
land’s name changed to Annbruce ects, 


Co., on Dec. 2, 1953. Annbruce 
filed for voluntary dissolution on| Minnesota Mining Sets Campaign for Scotchgard 
March 3, 1955. Also on Dec. 2, 1953, sy paut, Aug. 2—Minnesota Mining & Manufacturing Co, will break 
a new corporation called Inland | .onsumer advertising in October for Scotchgard stain repeller. Partici- 
Newspaper Representatives Inc. pations on four NBC-TV shows—“Tic Tac Dough,” “The Price Is 
was formed. The old INR dated | Right,” “Comedy Time” and “Queen for a Day”—will be augmented 
back to 1926. ‘by two-color pages in Life (Oct. 4), Look (Oct. 29) and The Saturday 
The plaintiff charges that the de-| Fyening Post (Nov. 9). The product will be promoted as the first and 
fendants tried to suppress the fact | onjy furniture fabric finish that repels oil and water-borne stains and 
that the first corporation had been | resists soiling. A spring campaign is also planned. MacManus, John & 
formally dissolved, pointing out! adams, Bloomfield Hills, is the agency. 


that Illinois law requires a state- | 
American Type Founders Names Fred Wittner 


ment of intent of dissolve be filed 
with each creditor and says flatly New York, Aug. 2—American Type Founders Co., Elizabeth, N. J., 
will switch its advertising account Sept. 1 to Fred Wittner Advertis- 


that no such statement went to 
the “plaintiff's assignor [t.e., | ing. Doyle, Kitchen & McCormick formerly handled the account (AA, 
| July 1). 


Shannon & Associates}. 

Mr. Morrow has defended this | 
pagel Moe ciel by pointing | Philip Morris Buys 30 Minutes of ‘Suspicion’ 
pany” was published in trade mag-| New York, Aug. 2—Philip Morris Inc. (N. W. Ayer & Son) will 
azines, “which are the 
our business.” 

The plaintiff argues that no pub- 
lished reports exist of the paying 
of $75,000 in Inland assets to 
Bruce and Ann Cooley, nor of the 
reorganization of Inland. This is 
described in briefs as a company 
with preferred and common stock, 
of which Mr. Morrow had $20,000 
in common, Mrs. Cooley $10,000 in 
common and $18,000 preferred, 
and the Cooley children $52,000 
preferred. 


ing Oct. 7. This leaves one weekly alternate half-hour open on this new 
dramatic series. Despite the time available, another potential sponsor, 
| Max Factor, so far has been unable to find an acceptable evening niche 
'on NBC-TV because of product conflicts (see story on Page 81). 


‘Chance Vought Drops Ruthrauff in Ad Cutback 


Datias, Aug, 2—Chance Vought Aircraft will sever its client re- 
lationship with Ruthrauff & Ryan, Chicago, Oct. 31. R&R has had 
| the company’s institutional ads for the past three years. Tracy-Locke 
Co., Dallas, which has been handling the company’s personne] re- 
cruitment ads, will continue to serve Chance Vought. The company 
| :s cutting back on its advertising, AA learned. 
| 


Barden Names Gaynor, Colman; Other Late News 
® In his affidavit, Mr. Morrow de- | 
scribed a meeting with Mr. Shan- 
non at the latter’s request in his 
office. Mr, Shannon wanted to dis- | 
cuss the “Devine list” [the name} 
of J. J. Devine crops up in the 
Lorenzen & Thompson correspon- 
dence as a possible source of more 
newspaper representation, which 
also was to be subject to the 50% 


commission arrangement). |e Janssen Piano Co., New York, has appointed Fred Gardner Co., 
Mr. Morrow says Shannon asked | New York, to handle its advertising. The company will use business 
about the reorganization and| publications, color pages in national magazines and extensive dealer 


pointed out he had the right to ask | };omotion. Harriet Romain Advertising is the previous agency. 
for the return of the Devine con- 


tracts. “I told him,” says Mr. Mor- | 


has appointed Gaynor Colman Prentis & Varley, New York, as its first 
advertising agency. 


e Mark Arnold has been named retail manager of the Bureau of Ad- 
vertising, American Newspaper Publishers Assn. He was formerly 
assistant to Robert Van Slambrouck, who has resigned to become ad- 
vertising manager of the Sacramento Bee. Before joining ANPA five 


Democrat, Johnston, Pa. 


|Mich; News Leader, Greenville, N.C.; 
|S. V. Daily News, Covington, O.; Review 
Times, Fostoria, O.; Advocate, Greenville, 


well as I that Shannon could not | Newspapers for its own account.” 
take over the contracts because| The 34 newspapers turned over 
they had had no relations with the |to Inland Newspaper Representa- 
publishers for more than ten years, | tives Sept. 15, 1943, are these: 
iand they would be walking in Tribune, EB 
, Eufalia, Ga.; M , Troy, 
|cold; that they could not take over | aia.; tase, - orally cont tame Trib-_| 


Carbondale, Pa.; City Ledger, 
City, Pa.; Argus Record, Greenville, Pa.; 
Inquirer, Galion, O.; Evening Leader, St. 
Mary's, O.; Daily Citizen, Ambridge, Pa.; 
Daily Courier, Connelsville, Pa.;: Daily 


‘bibles’ of | SPOmsor an alternate-week half-hour of “Suspicion” (NBC-TV), start- | 


e Barden Corp., Danbury, Conn., producer of precision ball bearings, | 


jreasonable to assume that the 
|Boston agency is casting around 
|for an outside-Boston affiliation 
to service the growing account. 
Northeast is currently billing 
about $1,200,000 and is expected 
to be billing $2,000,000 to $3,000,- 
000 in a year or two. 

Since it was granted the Miami 
route by the CAB, Northeast has 
been bombarded by agency solici- 
tations. However, the account is 
|believed to be “solid” with the 
| Boston agency—and would-be 
| Northeast agencies, including 
R&R, have been so informed. 

A strong regional organization, 
the Chambers agency indicates it 
often has been tempted to set up 
|a New York office—but never has. 
|The reasons now are more com- 
|pelling. It has been Boston agen- 
ley experience—and Chambers & 
Wiswell is well aware of it—that 
once an account grows beyond the 
confines of New England it in- 
variably moves to a Madison Ave. 
shop. 


s Chambers & Wiswell is one of 
the three largest agencies in Bos- 
ton. In 1956 it billed $3,000,000, 
according to ADVERTISING AGE, and 
is currently billing at the rate 
of $3,200,000. This year it picked 
up several new accounts, includ- 
ing Columbia Life Insurance Co., 
Boston, and Medomak Canning 
Co., Rockland, Me. 

The agency paid its employes 
last year the largest bonus in its 
history, following tabulation of a 
net profit of $80,000. The agency 
has had the Northeast account on 
and off for the past 25 years— 
most recently, since 1954. 


s One of the interesting aspects 
of the situation is that Mr. Briggs, 
who only showed up on the R&R 
scene early this year as an agency 
vp, has been conducting the merger 
talks. 

Mr. Briggs became R&R’s larg- 
est single stockholder last fall, 
when prior to the merger of R&R 
with Geare-Marston, he acquired 
lall but a few of the outstanding 
shares of the Philadelphia agency. 

He held $68,000 in Geare-Mars- 
ton stocks, and was able to secure 
through a $200,000 bank loan, all 
jbut 11 of the remaining shares of 
G-M stock. 

Mr. Briggs, who has his own 
plane, has had an interest in avia- 
tion for some time. + 


years ago, Mr. Arnold was an advertising salesman on the Tribune- | 


row in the affidavit, “he knew as/|1, 1955, solicited several of the | Mich.; Monitor Leader, Mt. Clemens, | 


O.; Evening Journal, Lisbon, O.; Leader, | 
Ellwood | 


| CHESTER P. GREEN, general sales man- 


| without our cooperation—and that 
he would not have.” 

There is mention in tue New 
| York litigation of a counterclaim, 
Inland vs. Shannon, for $85,000 be- 
jcause Shannon “on or before Jan. 


une, Ft. Pierce, Fla.; Gazette, Tifton, Ga.; 
| Times, Valdosta, Ga.; Press, Charles City, 
la.; Times & Chief, Cherokee, Ia.; H. C. 
News, Missouri Valley, Ia.; Gleaner Jour- 
cut Gaee ee, roy te ley Times, West Warwick, R. 1. Oct. ; : 
» Annapolis, he » il] resigning Oct. 1 to become sales v 
Banner, Cambridge, Md.:; Diily News,| Of these newspapers, 12 are still gning P 


Amesbury, Mass.; Daily News, Hillsdale, | listed as INR clients. + |of Purex Corp. (story on Page 6). 


ager of Kraft Foods Co., has been 
Press, Nanticoke, Pa.; Evening Star, Rad- 
ford, Va.; Sentinel, Grafton, W. Va.; M. named director of sales and adver- 
News Tribune, Keyser, W. Va.; Daily|tising for the company. He suc- 
Herald, Welisburg, W. Va.; Pawtuxet Val- ceeds John B. McLaughlin, who is 
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.../neans 


Bertsch + 
Cooper 


...it also means 

the typographic 
service for those 
ads requiring 

special attention 


Type faces used are: 


Fortune Bold « Times Roman Italic 


A la Hollywood, Ford 
Was Stand-in Before, 
After Commercial Shots 


July 31—Their lips sealed tightly, 
two nattily dressed admen, each 
clutching a flat brown film case— 
‘sealed tightly and stamped “se- 
'eret”’—scurried aboard a tightly 


tion: FC&B, Detroit. 


Angeles’ International Aijirport, 
where the two tightly sealed, nat- 
tily dressed admen were observed, 
a huge van rumbled through the 
gates of a movie studio and head- 
ed eastward into the night. It, too, 
was tightly sealed. Its cargo was 
secret. Even the driver didn't 
know what he was hauling. 

One day the admen’s secret 
would be unsealed before the eyes 
of the world—on tv—and so 
would the cargo of the tightly 
sealed van. Until that time, the 
only clue would be the letters 
“L-E-S-D-E” embroidered on the 
admen’s flannel kerchiefs. 


® Here, in Hollywood, where bal- 
lyhoo and gossip are an accepted 
part of the scene, a secret tv 
project was filmed in a furtive 
and guarded manner in keeping 
with the suspense-film tradition 
of the movie capital. 

For, in the tightly sealed De- 
troit-bound van were five shroud- 
ed Edsels, the new medium-priced 


|sealed eastbound plane. Destina- | 
ed 
Some five miles east of Los | 


LOW VISIBILITY—The hooded Edsel used in filming tv 
commercials provided little more than a peephole 


for its driver as t 


automobile Ford Motor Co. will 
introduce this fall. 

And in those film cans marked 
“secret” carried by two Foote, 
Cone & Belding advertising agen- 
cy executives on the plane were In the studio itself, 24- hour | 
tv commercials for the Edsel. armed guards were placed around | 

Until the Edsel is unveiled, Ford | | the set the cars were on. Only | 
is maintaining a strict security | those persons with special Edsel | 
policy regarding its features. This|identification cards were allowed 
|was one of the reasons Cascade|near the area. The Edsels were 
Film Studio was selected to do|placed in a shrouded corner of | 
the tv film commercials. the set. Every night all film was| 

locked in the vault, and only three | 
s The studio had done work for|persons had the combination to | 


and the Army’s guided missile | 
program; it established the same 
security system for the Edsel as 
it did for the secret government | 


LIGHT UP, TIE UP—The scene above was repeated often during the 


the Atomic Energy Commission | the vault. 
| All film found unsuitable was | 
| burned. 

Actors and actresses, when in- 
| terviewed for the 50 roles in the 
|\tv commercials, were not vouch- | 
safed the name of the sponsor nor 
of the product. Those who were} 
selected were handed a_ special 
|}memorandum advising them they 
| would be photographed with the} 
| Edsel, but instructing them not to | 
|mention any of its features ort 
body style. 

Several location scenes were 
‘called for in the script, which re-| 
|quired the removal of the Edsels| 
| to certain sites in and around Hol- | 
| lywood. Again, the strictest secur- | 
| ity prevailed. 


s Guarded by special Los Angeles | 
police, vans carried the Edsels to} 
these location sites. 
blocks were sealed off by the po- 
lice, and since Hollywood is so| 
accustomed to seeing camera 
crews around, no one seemed par- 
ticularly curious. 

One location scene, Bullock’s | 
|department store in Westwood, | 
was used early on a Sunday | 
morning, to avoid crowds. 

Another site—in the vicinity of 
Hollywood and Highland Aves.—| 
was at the bottom of an excava- 
tion site. Regular knotholes for 
“sidewalk superintendents” were | 
covered with black cloth. 

The Edsel was given “star” | 
treatment throughout these loca- 
tion scenes. She was kept inside 


program. ig 


Advertising Age, August 5, 1957 


Security Clamps Complicated EdselTV Filming 


j 


SOMEWHERE IN HOLLYWOOD,| 


he camera truck followed it around 


the various picture-making locations. 


. 


Residential |@ 


PEEPERS—Despite the 
blase attitude of Hollywood resi- 
dents in the presence of cameras, 
there were usually prying specta- 
tors about when the Edsel was 


legendary 


the sealed van during rehearsals. 
A Ford was used as a “stand-in.” | 
|At the proper moment, the Edsel 
was rolled out of her “dressing 
|room,” and took her position in 
the featured role. After the scene, 
she was returned to her “dressing | 
room,” to await the next call. 


era crews and the shrouded auto-| 
mobile appeared on the street. 


® In the Beverly Hills residential | 
scenes, curious youngsters flocked | 
to the curbstones when the cam- price of confiscated film climbed 


being recorded on film. At top, 
Pat Manley, a starlet, is prevented 
by a Los Angeles policeman from 
making a full inspection of the 
car. Also photographed with the 
car was actress Kim Novak. 


|money received for the confiscated 


film, the kids raced to drug stores, 
bought more film and returned. 
From morning to evening the 


| from $2 a roll to $4.50. 


| secret filming of the new Edsel. To maintain rigid security, Barney 
| Carr, left, president of Cascade Pictures of Hollywood, and John 
Libberton, production supervisor of Foote, Cone & Belding, burned 
all unsuitable film. Below, three FC&B men make certain their 
“star” is properly shrouded from public view while on location 
in Hollywood. Left to right are Don Williams, Homer Heck and 
John Libberton. The trio supervised the making of tv commercials 
on the Edsel. 


They brought their cameras with|s Supervising the entire project 
|them. Worried agency men told | was Homer Heck, broadcast su- 
the youngsters of the secrecy in-|pervisor for FC&B. Other agency 
|volving the movies being made. /|staffers on the project were John 
|\They asked for and got the/|Libberton, Don Williams, Bob Eck 
| youngsters’ film, but the young-|and Bruce Miller. Representing 
|sters asked for and got compensa-|the client were Eldon Fox, Edsel 
| tion. | advertising manager, and Mal- 

Then, free enterprise, American|colm Lowther, assistant advertis- 
| style, entered the picture. With the | ng manager. 
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THE TIME 


MASTER PLANNER 


MAN OF LETTERSt 


TMarine talk for “come aboard” 
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*TIME offers the biggest concentrated audience of | | 
best customers and influential people in the United 2 100 000 | 
States today. Nevertheless, the Cruise Director ex- Tee | 
aggerates. Not all TIME readers man the crow’s nest. [jj S==aaanmnn | 
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Planning the vacation trip 


Family vacation time is time to relax and enjoy the fun of Togetherness, to strengthen 
family ties and build happy memories. Mapping-out where to go and what to do is half 
the fun —and everybody looks to Mother when it comes to the final decision. 


. 
The magazine of Togetherness... McCalls 
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: ogetherness inspires her buying decisions... 
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